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... you won't have them if you .use 


Fotosetter photographic composition 


Gone are ink squeeze irregularities—gone are broken 


letters—gone are reproduction proof headaches! 


Fotosetter repros are sharp, even to the most delicate 
hairlines and serifs. They attain a new high in quality 
—are excellent for paste-up. Fotosetter composition is 
also available on film in positive or negative form for 
direct stripping when you print by offset, gravure or 


letterpress from over-all engravings. 


110 Fotosetter faces are now available... all of them 
in any size you wish up to 36 pt. Sharp enlargements 


to billboard size are easily made—need no retouching. 


There are Fotosetter users in many cities. Write us 


for the names of those nearest you. 


FOTOSET in Bodoni Book ond Futura 


FOTOSETTER is a registered trademork. 


Intertype Corporation ~ 360 FuRMAN STREET, BROOKLYN 1, N. Y. 


District Offices: Chicago, San Francisco, Los Angeles, New Orleans, Boston 


In Canada: Toronto Type Foundry Company, Ltd., Toronto, Montreal, Winnipeg, Vancouver, Halifax 
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“BLOWING OUR TOP” 


... but we're thrilled at all the 


good things artists are saying about... 


CRAFTINT “66” JET BLACK 
DRAWING INK! 


You've never used an ink like this ...and your first stroke with a pen or 


with a single stroke ...and remains jet black! Made of the finest- 


ground colloidally-perfect Carbon Black... it assures a smooth, even 
flow! No settling! No sediment! It will not streak, discolor or lighten 


with age! Excited? Of course we're excited. You'll be, too! Try it today! 


Craftint 66" is available Crattint °66° drawing 
in the 3/4 oz. “quill-in- 


g inks are also available 
7 in 17 brilliant, translucent, waterproof colors. 
stopper’ and the 2 oz, 

Write for free sizes ... also the more 


s ‘ economical 1/2 pint.. 
school price list. pint... and quart sizes 
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THE CRAFTINT MANUFACTURING CO. - 1615 COLLAMER AVE. + CLEVELAND 10, OHIO 
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MODERN MACHINERY 
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Orr! 


TELEVISION PHONOGRAPH-RADIO 


om TAROUND [76° 


TIP-TOP 


BREAD 


UNION 
Valois 
RAILROAD 


with REFLECTORIZED advertising emblems like these 


HERE’S A NEW IDEA that’s taking the country 
by storm! It’s emblem-reflectorization with 
“‘Scotchlite’’ Sheeting. Now this same brilliant 
reflective material that gives nighttime visibil- 
ity to outdoor signs and traffic signs actually 
doubles the sell of advertising emblems. It lights 
up at night from car headlights alone in true size 
...true shape...true color! Easy to apply. Sticks 
at a touch. Needs no activator. There’s a dealer 
near you. Get his name from 3M Company, 
Dept. AR 103, St. Paul 6, Minn. 


2 


They’re made with 


Reg. U. S. Pat. Off. 


SCOTCHLI 


BRAND 


REFLECTIVE SHEETING 


@ 


Made in U.S.A. by Minnesota Mining & Mfg. Co., St. Paul 6, Minn. —also makers of ‘Scotch’ 
Brand Pressure-Sensitive Tapes, “Scotch Sound Recording Tape, “\'nderseal” Rubberized 
Coating, “Safety- Walk" Non-slip Surfacing, "3M" Abrasives, "3M" Adhesives. General Export: 
122 E. 42nd St., New York 17,N. Y. In Canada: London, Ont., Can. 


Advertising Requirements 





JUST BETWEEN US 


GE RE SERN 
he Demands of Good Merchandising . . . 


Not long ago I was discussing with a London agency man some 


of the things he finds most interesting in the American advertising 
journals which come to his desk. 


His reply was highly significant to me, for he emphasized 
as the material most useful to him reports regarding American practice 
in the fields of research and merchandising. The reason, 


of course, 
is that in England there is only a meager amount of advertising and 


marketing research as compared with the United States, and it is only 
recently that our aggressive methods of merchandising have been 
adopted by leading advertisers over there. 


Other agency men in the British capital told me that because 
there is relatively little competition in merchandising, some 
advertisers have been able to "Steal the market" by employing all of 
the time-tried devices in the merchandising field with which American 
advertisers are so familiar. For example, one product marketed in 
both the U. S. and the United Kingdom has a larger share of market 
there than in this country, because its merchandising efforts have 


been highly successful. They hope their competition doesn't 
wake up. 


Those comments suggest the reasons why merchandising by 
advertisers here will continue to demand the best creative talent and 
production skill it is possible to command, and why Advertising 
Requirements, as the specialist in the fields of merchandising, 
promotion and production, will continue to throw the spotlight on 
ways and means to create merchandising programs which will make 
advertising expenditures more profitable to manufacturers, 
distributors and dealers. 


The merchandising concept is the key to sustained progress in 
selling — the answer to the transition to a buyer's market. 


t 


a 


ee 


G. D. Crain, Jr. 
Publisher 
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by Advertising Publications, Inc., 200 E. Illinois director. Dick Hodgson, managing editor. Karl 
St., Chicago 11 (DElaware 7-1352), publishers of Kirchhofer, Eastern editor. Stanley E. Cohen, Wash- 
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Jack Johnson, advertising sales manager, 200 E 
Illinois St., Chicago 11. Advertising sales offices 
New York, 801 Second Ave., (Murray Hill 6-8180), 
Vincent Shallow, Eastern advertising manager. Los 
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PRINTING 


where modern equipment 


* SAVES YOU MONEY 


on letterpress printing 


Both quality and price are right when 
modern equipment and methods are used 
by highly trained craftsmen to produce 
your catalogs, booklets, brochures, and 
other jobs where appearance is important. 
Here, at the John Maher Printing Co., 
you will find one of the most up-to-the- 
minute plants in America with precision 
automatic equipment cutting production 
time and cost...and with a staff that 
knows the importance of courteous service 
and top quality. 


for example: 


If you have 16-page, two-color 
81/2" x 11” booklets (or 32-page 
two-color 51/2’° x 81/2’' booklets) in 
quantities of about 100,000, the 
savings on this modern automatic 
equipment really show up. Send 

a dummy for an estimate and 

see for yourself. 


Ca ies 


* 


OMPANY 
2001 Calumet Ave. - Chicago 16, Ill. - Phone: Victory 2-0300 


If it's printed by letterpress it's good . . . 
if #'s printed by Maher it’s better 





INTRODUCING FIV 


This advertisement is set in 

Times New Roman, a Monotype face. 
For the best in typography, 

Specify MONOTYPE. 
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AMOUS FACES 


that are transforming typography 


No doubt you’ve already heard about the changes some of these 
Monotype faces have brought about... how several of our largest 
publishers have used them to completely re-style their magazines... 
how publications overseas have utilized them to gain eye-interest 
and readability... But the real news is that the Monotype Company 
in Philadelphia now stocks the composition matrices for these faces, 


manufactured to fit American machines. 


How these new faces were designed—and why, is a fascinating story. 
Even more fascinating are the dramatic “‘before and after’’ examples of 
& 


their use. Write us for copies—we’ll be glad to send them to you. 


Write Department “A” for your 
ea copy of Typographic Transforma- 
tions—the newest, most helpful 
manual on restyling printed matter. 


type 


LANSTON MONOTYPE MACHINE COMPANY 


24th at Locust Street, Philadelphia 3, Pennsylvania 


BRANCH OFFICES: //6 Spring St., N.W., Atlanta 3, Georgia - 170 Summer St., 
Boston 10, Massachusetts - 216 W. Jackson Blvd., Chicago 6, Illinois - 441 Lexington Ave., 
New York 17, New York . 55 New Montgomery St., San Francisco 5, California - IN 
CANADA: Monotype Company of Canada, Limited, 77 York St., Toronto 1, Ontario. 
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Monotype Monotype Monotype-Thompson Monotype 
Keyboard Composition Caster Type-Caster Giant Caster 
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If you BUY... 
or if you SUPPLY 


SIGNS + DISPLAYS + SALES AIDS 
ART SERVICES * PHOTOGRAPHY 
TYPE + PRINTING * PAPER 
LITHOGRAPHY * VISUAL AIDS 
PREMIUMS + SPECIALTIES 
you'll be interested in the 
Second* 


ADVERTISING 
ESSENTIALS 
SHOW 


to be held 
NOV. 16, 17 & 18, 1953 


Grand Ballroom and 
Adjacent Ballrooms atop 
Hotel Biltmore, New York 
. 

For full information about 
Exhibit Space or Tickets, write 


ADVERTISING TRADES INSTITUTE, INC. 
THOMAS 8B. NOBLE, CHAIRMAN 
Suite A-516 270 Park Ave., N.Y.C. 
MUrvey Hill 86-0091 


*Thousands of active buyers attended the 
first Advertising Essentials Show in June 
where more than 100 suppliers exhibited 
their products ond services. 





PRODUCTS FOR THE 


ADVERTISING ARTIST 
New! Rubber Base E-Z FRISKET 


Given up on prepared frisket. products? 
Here’s one that really 
works! New E-Z Frisket is 
made with a rubber base 
adhesive that adheres to 
photographs or drawings 
and comes off clean. Use 
it on retouched areas 
without worry — leave it 
on for long periods with- 
out injuring your copy. It 
comes to you ready for 
use—the adhesive is al- 
ready on the back. Only 
genuine E-Z Frisket has 
the rubber base adhesive 
especially formulated for 
retouching.Still skeptical? 
— write for free sample. 


No, 133—24” x 5 yds. $4.00 roll 
No. 134—24” x 20 yds. 12.00 roll 


TOMKINS TELEPAD 


Leading agencies and 
studios use the Tom- 
kins Telepads to make 
neat, orderly, TV 
“storyboards.” Each 
pad contains fifty sheets 
of fine white visualizers 
paper. Each sheet is 
divided into 12 perfor- 
ated sections that have 
preprinted areas for 
video and audio conti- 
nuity. A rea: time saver! 


$3.50 each $38.50 Doz. 


FREE: “BROWN INK,” published 
monthly, keeps you up-to-date on 
the newest ideas for artists. 
Write on your letterhead. 


ARTHUR BROWN & BRO 


2 WEST 46th STREET NEW YORK 


READERS WRITE 


The 3-D Craze 


e We were flattered no end by your 
remarks on our 3-D advertisement 
in your August issue. And I quite 
agree with you that the gimmick is 
being worked to death. 

Actually, the knowledge that we 
were, in a sense, “racing the clock” 
made the job an especially interest- 
ing one. But the biggest kick came 
from the belief that ours was a dis- 
tinct departure from the general run 
of insurance company advertising. 

Incidentally, the job originally 
was intended as an advertisement of 
this company to its local representa- 
tives to “focus” their attention on 
the 3-D policy. Following a deluge 
of requests by our representatives, 
we reprinted the advertisement for 
their use in soliciting 3-D business. 
We are completely satisfied that the 
job has been worth the effort. 

Tuomas H. SHERLOCK 
Ass’t Advertising Mgr., Fidelity 
& Deposit Co., Baltimore 


e We are very much interested in 
your article “The 3-D Craze” as we 
have a client who is interested in 
running a trade journal ad using this 
method. However, the first stum- 
bling block we ran into with the 
publication was to the effect that 
the Indianapolis post office ruled that 
the special viewing spectacles en- 
closed with the publication consti- 
tuted merchandise and therefore the 
cost of mailing the publication would 
jump from 4¢ a copy to approxi- 
mately 15¢. 

Since you had an insert of this 
type in your September issue, did 
you encounter any such mailing dif- 
ficulty or do you have any other in- 
formation on the subject that might 
be helpful to us? 

G. VANCE SMITH 

President, Central Advertising 

Corp., Indianapolis 
Mr. Smith’s problem hinges on the 
difference between second and third 
class mailings. AR is mailed third 
class and thus can include “sumples.” 
A publication mailed second class, 
on the other hand, is denied this 
privilege. Institutions, for example, 
mailed its 3-D viewers separately. 
Chicago postal officials informed us 
that there is one method by which 
3-D viewers may be included with 
second class mailings. That is to use 
a “duplex” envelope, with the maga- 
zine in one container mailed for sec- 
ond class postage and the viewers in 


the other container with third class 
postage if unsealed or first class 
postage if sealed... . Ed. 


Artist Guild Awards 


e In reporting the winners in the 
Seventh Annual Exhibition of Com- 
mercial Art sponsored by The Artists’ 
Guild of Chicago, someone erred in 
the credit lines under one of the 
exhibits on page 20 (August AR). 
It should read: “ll. Product 
Illustration, Black & White .. . Artist, 
John McCormack; art director, Don 
Young; agency, Campbell-Mithum 
Inc.; client, Hamm’s Beer, etc.” 


In all likelihood this error was 
caused by someone supplying you 
with the wrong information, but it 
is doubly embarrassing to me since 
I happened to be one of the judges 
of this exhibition. 

ERNEST W. TURNER 
Executive Art Director, 
Campbell-Mithun Inc., 
Minneapolis 
e After reading your credit line 
identifying the award for: “1. Prod- 
uct Illustration, Color” (page 18, 
August AR), I dashed out for some 
of the “Pause that Refreshes.” 

Tha wush thu mosh poten’ 1’1 ol’ 

Coca Cola (hic!) I ever tashted. 
MIKE Sacks 
Al Paul Lefton Co. Inc., 
Philadelphia 

Our head is bowed. Our thanks to 

readers Turner and Sacks for calling 
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You need not be a dancer to recognize Or od dancing, nor need vou 
be a printer to recognize line printing. Consumers are quic k to 
appreciate the added sparkle Ol letterpre SS reproduction, and the V 


will associate its high quality with the quality of the product advertised. 


Upon request the Miller Printing Machinery Co. of Pittsburgh, Pennsylvania, 
| | Ss S : 


vill be pleased to furnish the names of Miller letterpress printers in your vicinity. 





our attention to the errors in report- 
ing the Chicago Artists’ Guild com- 
mercial art winners. The credits for 


| John McCormack’s Hamm’s Beer 
a illustration were taken directly from 
ways | 5 the exhibition guide. The credits 


HEINN HELPS YOUR 
SALES DEPARTMENT 

CUT ORDER LOSSES and | 
MAKE MORE SALES 


A Sales Tip for You... 





for John Howard’s Kentucky Tavern 
artwork should have read: “Product 
Your salesmen make more calls and close Illustration, Color ... Artist. John 
more orders with catalogs that stay up to Howard; art director, Forrest Smith; 
GRE aRG th sequence. agency, D’Arcy Advertising Co.; 
Sales correspondence becomes easicr when client, Glenmore Distilleries ... Ed. 


selling material in the field is as new as 
your latest improvement or price change. 


Your customers know you're on the move 
when you “make news” by issuing frequent 
catalog inserts. 


If your business is typical of most, 25% of 
your accounts give you 75°; of your vol- 
ume. Heinn helps you give complete cat- 
alogs to important accounts and special 
editions or sections to others. 


You climinate huge repeat runs of tight- 
bound catalogs. 


Protecto Process, the patented method of 
thermal embossing, gives vour cover the 
exclusive Heinn “3-D look.” Your covei 
becomes the best ad you ever had. 


Most of America’s industrial leaders buy 
Heinn for these advantages—and enjoy the 


Representatives in lowest operational cost per unit per year 


Principal Cities 


Originators of the Loose-Leaf System of Cataloging Source of Supply 


© We, too, have fallen for the lure 


THE HEINN COMPANY e e | of AR and would like to enter our 
306W. Florida St., Milwaukee 4, Wis. Mai (Ss subscription for two years with you. 

s on It might be of interest to you that 
Information, please. ou, | 


the first two numbers coming to our 
T) Cuteleg Coven (1 Salesmen’s Carry-Ceses [() Salesmen’s Binders | attention were stolen from another 


5 Proposal Covers A Price and Parts Books CL) Plastic Tab Indexes aircraft manufacturer in Wichita. 
Easel Presentations Acetate Envelopes () Sales-Pacs > re 4 interes "2 inter 
L) Sales and Instruction Manuals L] Business Gifts as Goodwill Builders We read with interest, more inter- 


. est and now our subscription. 
NAM E__________W_TITLE_____ _ - ~ Vireit A. Lyncu Jr. 
CO UF nsec Chief, Special Projects, 
ADDRESS Boeing Airplane Co., 
CITY Wichita 
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HOW 


T SOLVED IT 





Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Dividing Space Equally 
Simple with 12” Ruler 


The problem of dividing fractional 
figures into even spaces was always 
a headache until I hit on the follow- 
ing idea: 

For example, to divide 76” into 
five even spaces, place a ruler at an 
angle so that the zero is on one line 
and the figure ten on another line 
716” from the first. Then, simply 





mark figures 2, 4, 6 and 8 and you 
have five equal spaces. Of course, 
if you wanted six equal spaces, you 
would use the 12” mark, and so on. 
This works for any space to be di- 
vided into any number of equal 
units. 
Russet, J. HILi 
Detroit 


Hide Rust With Bluing 
In Machinery Exhibit 


We were exhibiting a section of 
our bottle cleaning machinery at a 
machinery exposition. The unit 
showed the action of the pumps and 
water being sprayed into the bottles. 
The unit was enclosed in a very 
complicated case, and to drain the 
water required an hour or more. 

The tank was not made rust- 
proof since it was to be used only at 
this one exhibition. We had filled the 
tank the day before the show 
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opened. About an hour before vis- 
itors were due to arrive at our ex- 
hibit, we checked the machine and 
found that we had rust in the tank. 
This rust was being sprayed into the 
bottles. 

We realized that we could not run 
the machine at the opening of the 
show with this rust being sprayed 
into the bottles, and that we would 
not have time to drain the tank and 
refill it. Furthermore, we were 
afraid to leave the water in the tank 
for any length of time since the rust 
would again come to the surface. 

We solved this by adding a bottle 
of bluing to the water which covered 
up the orange-colored rust. This 
simple method, costing about 25¢, 
saved the day for us. 

W. Ravpyu ABELL 

Advertising Manager, 
Barry-Wehmiller Machinery 
Co., St. Louis 















New Techniques Save 
The Day in Emergency 


A well known aviator was ready 
to make a spectacular flight when 
news came out that another flier was 
soon to attempt the same flight. Flier 
“A,” without further preparation, 
took off .. . and the company whose 


product he was using on the flight 

was caught with its plates down. 
High brass had procrastinated in 

okaying copy . 


. advertising had 
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Location Photography * Commercial Photography 

Performance Data 
A GO-GETTING NETWORK OF 

2100 PHOTOGRAPHERS AND REPORTERS 










































No matter what you want photographed 







— an industrial plant, inside or out; 
a ship, a tractor on someone's 
farm, elevator cable in a new 
skyscraper, the interior of a modern 
home, an aerial view of a bridge or 









pipeline, a model wearing your 
product — in black and white or color 
— INTERSTATE will get the photos 


anywhere in America, and a complete 









story write-up as well if you want it. 


But here's the best part: we do all the 
dirty work. Just tell us what you 





want photographed, where, and whom 








we should contact. We'll get in 
touch with the consumer, get 
approvals, arrange shooting schedule 


. . all in the most diplomatic 







possible manner. 


We thoroughly brief a hand-picked 
photographer who is skilled at your 







particular type of assignment. In other 








words, we won't assign a news 
photographer to handle an 


architectural coverage, etc. We 







always get releases and captions ... 
a complete story if requested. 
Then the whole job is given 





to you as a package, fast! 





COMPLETE COVERAGE ANYWHERE IN AMERICA 


Within 24 Hours 
if Need be 



















£5 

A stat essai 
PLUS carachers i 
Fiaterstate’s 
York 


INTERSTATE 
PHOTOGRAPHERS 


DIVISION OF INTERSTATE INDUSTRIAL 
REPORTING SERVICE, INC. 
































| Alexander Roberts 
| General Manager 


| 
| 247 W. 46th St. > N. Y. 36, N. Y. 
Circle 6-4950 




















not been plated . . . and the list of 
over 250 newspapers had not re- 
ceived mats. 

To further complicate 
this happened on a Sunday. 
thing was closed. 

However, the key agency men 
were located—on golf courses, on the 
beaches, in churches—and they and 
the advertising manager all met 


matters, 
Every- 


simultaneously within an hour at 
the agency. As though this were an 
omen of good fortune, everything 
began to click. 

The map drawing was corrected 
to show the new route of the flight; 
copy was corrected and run off into 
a 1,500-word telegram of copy and 
instructions. This, together with the 
list of 250 new spapers, was filed with 


HOW TO PUT YOUR SALESMAN 


ON A ia 


GIVE YOUR 
CUSTOMERS 
AND PROSPECTS 


KEEP YOUR NAME 
UP FRONT 4 WAYS 


@ Strong attention value...your ad is 


sure to be seen... has a top position. 

@ High readership...staplers are kept 
on top of desks, close at hand... 
your ad is rarely out of sight. 


builds 
your ad sells all day.. 
of the year. 


@ Repetition remembrance... 


.every day 


Staples at files... 
closes bulky pack- 
ages 


Tacks notices and 


All metal 
construction 


Uses Standard 
Size Staples 


Long-life medium... Monogram 


Staplers and the advertising on them 


last and last...5 years or more. Use 


standard size staples... available 


from stationers everywhere 


Fastens corre- 


decorations spondence at desk 


WILSON JONES COMPANY é 
209 S. Jefferson St., Chicago 6, Ill. wee 


Please send complete data explaining how | can put the 
MONOGRAM Staplers to work on our prospects’ desks. Also give me 
name of my nearest stationer. 


NAME_ 
COMPANY- 


ADDRESS___ 


i 
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the telegraph company for instant 
release when news was received 
that the flight was completed. 

A local newspaper took the draw- 
ing, layout and copy and set, plated 
and matted the advertisement 200x5. 
The wirephoto people had _ been 
alerted and as soon as newspaper 
proofs were ready they were given 
them for transmittal to certain cities 
having wirephoto service. 

The same local newspaper which 
set the advertisement had arrange- 
ments with the flier to send them an 
exclusive story on their own radio, 
and they were able to keep the story 
bottled up until the flight was com- 
pleted. 

At 7:00 Sunday night, news was 
received that the flight had been 
successfully completed, and _ the 
telegraph company and the wire- 
photo people were advised to go 
ahead. 

On Monday morning, newspapers 
all over the U.S. carried the ad- 
vertisement. 

The payoff is this—the flight was 
Admiral Byrd’s historic trip over 
the North Pole in the spring of 
1926. 

The advertisement was for Mobil- 
oil. 

The reaction from publishers was 
astounding. Many thanked the ad- 
vertiser for the advertisement and 
particularly for the news of Byrd’s 
successful flight, for that was the 
first word they had received. Some of 
the newspapers which got the wire- 
photo advertisement ran editorials; 
others, eight-column streamers on 
page one calling attention to the fact 
that this was the first time an il- 
lustrated advertisement 
been sent by wire. 

That was the way the production 
problem was solved in 1926, and 
there doesn’t seem to be anything 
available today that would have 
made this distribution of the ad- 
vertisement any more efficient. 
Everything was used except radio 
and a broadcast was made the fol- 
lowing night. 


had ever 


Pau. F. WiccIN 
Felt Advertising Inc., 
East Orange, N. J. 
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Special Badge Solves 
Advertising Problem 


Batten, Barton, Durstine & Os- 
born (Minneapolis) wanted a gim- 
mick with space for a large likeness 
of Dave Garroway, NBC-TV star 
sponsored by their client, General 
Mills. That problem, in itself, wasn’t 
difficult, but they also desired to in- 
clude a considerable amount of 
copy. What they had in mind was a 
button that could be worn in public. 

They brought the problem to us. 
A standard button badge just 
wouldn’t serve the purpose so we set 
to work to develop something that 
would fill the bill. 

The result was an inexpensive 
gimmick, but one that definitely 
served the purpose. We designed a 
simple paper badge with a safety 
pin attachment and a pull string. On 
the face of the badge was a picture 
of the TV star in black and white, 
with a red bow tie. 


ABOUT 


General Mills 


Appliances 


\ on TODAY’ vc Tv 


A piece of red string extended 
from the top of the button so that, 
when pulled, it “lifted” the badge 
and revealed the reverse side con- 
taining the advertising copy: “Gar- 
roway Tells All about General Mills 
Appliances on ‘Today’ on NBC-TV.” 

The “pull the string” gimmick is a 
simple one, but also an irresistable 
one. Below the picture of Dave 
Garroway on the face of the badge, 
we printed “pull the string.” Reports 
from the field indicate that this is 
just what happened. 

WILuiaAM E. Bryant 
Wendell-Northwestern Inc., 
Minneapolis 


Chain Develops Low 
Cost Dealer Service 


One of our continuing problems is 
how to get effectiveness, uniformity 
and ready recognition of our com- 
pany from advertising when we have 
only a small group of participating 
stores—and a limited budget. 

That was the problem we faced 
when it was decided to launch a reg- 
ular advertising program for our 
Simpson-Sears Agency retail stores. 
To completely prepare art, type, 
zincs and mats for the ads would 
have shot the cost sky-high in rela- 
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OPEN TERRITORY 


High Class Representatives Wanted In 


NEW ENGLAND 
TENNESSEE 
GEORGIA 
LOUISIANA 


Nationally famous line of 

Third dimensional Thermoplastic, 

Vacuum molded from sheet plastic, 

Injection molded plastic, molded mil- 
wood advertising displays. 

Highest quality POINT-OF-PUR- 

CHASE material used by hundreds of 


national accounts. 


TENNESSEE 


Commission basis only. 
Write stating qualifications to 
Cc 


K. C. S. COMPANY 
Kirby-Cogeshall-Steinau Co. 
602 E. Clybourn St. 
Milwaukee 2, Wisconsin 


9 Day&Night , 
service! 


LAKE SHORE ELECTROTYPE DIV. 


ELECTROGRAPHIC CORPORATION 
1224 W. VAN BUREN ST.+ CHICAGO 7 + PHONE SEeley 8-1010 





traffic 
stopper! 


H&D “SELMOR” DISPLAYS 
... STOP shoppers in their tracks 
...CAUTION them to buy now 
...GO after new and repeat sales 


To give your next promotion a green light, 
check into these Handsomely-Designed 
corrugated displays. Write for ‘“‘How To Select 
Vending Displays That Increase Sales."’ 
Hinde & Dauch, Sandusky 18, Ohio. 


our 65th year 


tion to the number of stores we had. 
Here is what we did: We supplied 

a photostat of the layout and a 
mimeographed sheet of copy to each 
store. Occasionally we also supplied 
a mat of the heading, or a mat of a 
specific piece of merchandise. For 
any other illustrations of merchan- 
dise that were needed, the store used 
the local newspaper’s mat service. 
By employing this technique of 
photostats, mimeographed copy and 
service mats, we were successful in 
achieving the objectives at which 
we were aiming. 

Haro_tp HOFFMAN 

Simpsons-Sears Ltd., 

Toronto 


Record Book Answers 


Production Questions 


One of the biggest problems in al- 
most any advertising agency’s pro- 
duction department is keeping track 
of materials used. A few of the many 
questions that arise are: “Please lo- 
cate the engraving for a certain ac- 
count that ran in some publication 
three months ago” .. . “Was there 
an electro made of a certain ad and 
where is it?” ... “Where is the art- 
work used on a certain job six 
months ago?” Pure memory alone 
can’t be relied on in the production 
department. Therefore, an accurate 
account of all material should be at 
fingertip control. 

When there is no definite system 
available, valuable time is consumed 
worthlessly. I solved this problem 
by keeping an 11x12!” three-ring 
notebook for each account. These 
notebooks contain proofs of all ads 
and printed pieces. Each proof, upon 
receipt from the engraver, is care- 
fully marked and dated. The follow- 
ing information is accurately re- 
corded: 

e Locality of original engraving 
(date). 

e Electros sent to named publica- 
tions (date). 

e Number of mats made, if any. 

e Artwork filed (date)—studio or 
agency. 


If, after six months, a publication 
returns the engraving, this is also 
recorded. 

Specific orders are issued that this 
control notebook is available to any- 
one in the agency, but it must not 
be removed from the production 
department. This method enables the 
account executives and media de- 
partment to determine the who, 
what, how and when of every ad- 
vertisement and printed piece. 

FRANCIS GREEN 
Production Manager, Dubin & 
Feldman, Inc., Pittsburgh 
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advertising profession 


Advertising w Requirements 


Onchia 


Artists 


Allied Advertising Artists 
Beacon Studios 

George Lohr Studios 

Dick March 

Janet T. Schmid 

Rapid Art Service 

W. S. Snyder 

Skylight Studios 

John H. Wells & Associates 


>Drm> 
Photographers 


Gordon Carson 

Century Photographers 
Glissman Studios 
Interstate Photographers 
Kaufman & Fabry 
Rosemary Mazon 


>r> 


Photo Reproduction Services 


Cardnall Photos New Y 


Tomlin Film Productions 


>r> 
Model Agencies 


Patricia Stevens 


>r> 


Motion Picture Producers 
DePicto Films 
George F. Foley Inc. 


rrp 


Display Producers 


Ad-Cratft Inc. 
Ketterlinus Lithographing Co. 


>Dr> 


Sign Manufacturers 


Ad-Pact Corp. 
E. C. 3. Co, 


>r> 


Printers 


Byron S. Adams 
Arts & Crafts Press 
Cox Lithographing Co. 
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New 
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Elite Printing Co. F 
Herbick & Held 
W. G. Johnston Printing Co. 


asadena, Cal. 
Pittsburgh 
Pittsburgh 


rk 


Lenmore Press New Y 


iN 


Liberty Printing & Lithographing Co. 


Pittsburgh 
Richter McCall & Co. vhicag 
Rothchild Press ele 
Edward Stern & Co. 


>r> 
Decal Manufacturers 
E. W. Petty Co. 

>rm> 


Creative Services 


Price & Price 
Teri Pall Advertising Agency, | 


>r> 
Typographers 


Embossotype Pittsburg 
Provident Typographers New Yor 


Rex Franklin Typesetting Co. Los Angele 


Edwin H. Stuart Pittsbu 
>rm> 

Advertising Specialty 

Manufacturers 

Von Senden Co. 


>Dr> 


Exhibit Manufacturers 


Ad-Craft Inc. 
Al Greene & Associates 


>r> 
Mailing List Suppliers 
Advertisers Associates 
>>r>> 


Paper Supply Houses 


General Paper Co. 
Marquette Paper Co. 


>rm> 


Mailing List Suppliers 
Druggists Addressing Corp. 


| [ /; e | .. rf | 


Engravers 


Aetna Photo Engraving New Y 
Artcraft Engravers Pittsburgh 
G. R. Grubb & Co. Champaign, Ill. 
Pontiac Engraving & Electrotype Co. 
Chicag¢ 
San Francisc 


rk 


West Coast Engraving 
>r> 


Electrotypers 


Schroeder Electrotypers 
Service Electrotype Co. 


>r> 


thicag 
Pittsburgh 


Gravure Service Houses 
Supertone 


>>> 


Others 


Allegheny Label Co. (Foil Labeling Service) 

Cheswick, Pa 
Lettering Inc. (Process Lettering) Chicag 
Tyme Letter Service New York 


Were your favorite advertising 
suppliers included in the list above 
or the one published in the Septem- 
ber AR? If not, you'll want to see 
that they are properly recognized 
in one of our next issues. Just send 
your recommendations to The Editor, 
Advertising Requirements, 200 East 
Illinois St., Chicago 11, Ill. There's 
no need to use any special form, 
a letter or postcard will do. When 
sending recommendations, please 
give name, address and category. 





ount your gravure 
production costs In 
reader impressions... 


Some gravure printers are better 
than others. We cannot control their 
work. Neither can you. 

Full-value positives for publishers 
...perfectly finished cylinders or plates 
for printers ... and progressive proofs 


that show attainable performance... 


are the only effective insurance of 


proper and adequate reproduction. 
The results in print determine 
whether your production costs were 
right. And if Intaglio Service does your 
production, you can be sure that both 


ye 
your reproduction and costs are right! 


Intaglio Service has had seventeen 
years’ experience in serving principal 
publications and advertising agencies, 
advertisers and packaging printers . . . 
does more gravure production than 


any other organization. 


Wirn more than three hundred 
competent craftsmen, on day and night 
shifts in three plants... Intaglio Service 
can be relied on to give the best possible 
production, in the least time, at the 
most economical cost. Our six offices 


are at your service. 


Intaglio SEVICE corPORATION 


America’s First Gravure and Letterpress Servicers 


305 East 46th St., New York—731 Plymouth Court, Chicago— 


1835 Lewis Tower Bldg. 


, Philadelphia—Intaglio-Cadillac, Inc., 4240 14th Ave., Detroit— 


260 Kearny St., San Francisco—1932 Hyperion Ave., Los Angeles 
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THE STUDEBAKER 
CORPORATION 
CENTENNIAL 


dwertising Requirements 


The Studebaker 


Centennial 


Studebaker put together an impressive package of promotions 


to tell the public about its first 100 years 


By Kerryn King 
Senior Vice President 
Hill & Knowlton Inc. 

New York 


In developing an effective 100th 
anniversary celebration for an or- 
ganization which has reached this 
ripe old age, the first essential is to 
allow enough time before the event 
for sound planning. Two years is not 
too little to give this phase of a 
program. 

When Studebaker reached its cen- 
tennial last year, the responsibility 
of promoting it successfully was 
given to Hill & Knowlton Inc., its 
public relations counsel. The anni- 
versary afforded a challenging op- 
portunity to demonstrate to the 
public the tremendous industrial 
growth of America in the past cen- 
tury in terms of how Studebaker 
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had contributed to that growth and 
had been a part of it. By comparison 
it would be possible to use this mile- 
stone to demonstrate the progres- 
siveness and public consciousness of 
the leading independent manufac- 
turer of automobiles and the world’s 
oldest manufacturer of highway 
transportation, Studebaker Corp. 


> Consequently, we mapped out a 
centennial program that was two- 


fold: 


1. To create and develop an out- 
standing birthday celebration that 
would emphasize the significance of 
a century of growth in an industry 
that had seen literally hundreds of 
competitors fall by the wayside. 


2. To develop the kind of birthday 
celebration that would sell Stude- 
baker cars and trucks, specifically 


the centennial model Studebakers 
now on sale throughout the country. 


We made the first detailed pro- 
posal to Studebaker in a meeting at 
South Bend in September, 1951. 
Harold S. Vance, Studebaker chair- 
man and president; Kenneth B. El- 
liott, executive vice-president in 
charge of sales and advertising; 
Pierre Roche, president, and James 
G. Cleary of Roche, Williams and 
Cleary, Studebaker’s advertising 
agency; representatives of Stude- 
baker’s public relations, sales pro- 
motion and research departments, 
and Paul J. Boxell, Maynard Stitt 
and the writer for Hill & Knowlton 
Inc., were present at this meeting. 

As public relations counsel we 
were instructed to develop specific 
proposals and programs based upon 
the suggestions made at that meet- 


i i 





@ in Publications . . . Studebaker un- 
folded the story of its first 100 years in a va- 
riety of publications, including a book, the 
company’s internal house organ, in a dealer 
newspaper, in the annual financial report 
and in a special centennial report. 


ing for various centennial activities. 
Then, a good deal of time was given 
to discussing the problem of “tim- 
ing” various activities for maximum 
effect as they took place, and for 
cumulative effect to introduce the 
new cars with maximum impact. 


> The following chronology of 
events and activities since that meet- 
ing in 1951 explains how this impact 
was achieved after building a public 
awareness of Studebaker as the only 
auto company that was a successful 
business enterprise when the motor 
car was invented. 


1. The first step was to prepare and 
distribute a background memoran- 
dum history of the company. This 
working history established the date 
of the company’s founding and set 
out the events of its first century 
in concise, straightforward fashion. 

It became the basic reference doc- 
ument for people inside the com- 
pany who would be concerned with 
the centennial celebration, includ- 
ing Studebaker’s nearly 3,000 deal- 
ers. It brought the history into focus 
for those interested people outside 
the company who wanted to partici- 
pate in the centennial. It was sent 
to all media and to the copy chiefs of 
all advertising agencies and _ all 
members of the Public Relations So- 
ciety of America. It went to the 
editors of the house magazines of 
all companies doing business with 


Studebaker. 


2. The next move was to establish 
February 16, 1952, as the day on 
which the corporation would become 
100 years old, but to do so in such 
a manner that events on that day 
would not be construed as the cen- 
tennial celebration, or make later 
events seem anti-climactic. 

These were the activities revolving 
about Feb. 16, 1952: 


e Cooperating with and aiding the 
South Bend Assn. of Commerce in 
sponsoring a testimonial dinner to 
Studebaker attended by 1,000 busi- 


ness leaders of the community, na-’ 


tional and regional press, and ad- 
dressed by political, civic, labor and 
business leaders. The Studebaker 


centennial flag was “trooped” at this 
dinner. 


e Concurrent with this event was 
the publication, on Sunday, Feb. 17, 
of a special centennial edition of the 
South Bend Tribune, the city’s only 
newspaper. This issue contained 132 
pages with two special sections de- 
voted to the Studebaker story. 


e Staging proper ceremonies when 
the last vehicle of Studebaker’s first 
century was produced on the after- 
noon of Feb. 15, and when the first 
auto of Studebaker’s second century 
came off the production line on Mon- 
day, Feb. 18. A plan was developed 
whereby individual dealers could 
capitalize publicity-wise, on the first 
car of Studebaker’s second century 
to be delivered in their communities. 


3. A packet entitled, “Telling the 
Studebaker Story,” was originated. 
The brochure explained that the 
founding Studebaker brothers’ op- 
erating slogan was “Always give a 
little more than you promise,” and 
that this policy remained firm with 
the Studebaker cars of today. It 
went on to tell how the local Stude- 
baker dealer could use speeches and 
broadcasts to spread the Studebaker 
story far and wide in his own com- 
munity. 


The brochure contained: 


e A talk suitable for delivery to 
community Chamber of Commerce 
luncheons, meetings of the Rotary, 
Kiwanis, Lions, Exchange, Civitans 
and similar clubs. The talk was pre- 
pared primarily for the use of the 
dealer but could be adapted to the 
use of others. 


e A 10-minute version of the same 
talk for use at less formal meetings, 
school groups, women’s clubs and 
other community groups. 


e A five-minute talk for delivery by 
an individual outside the Stude- 
baker organization, i.e. to be used in 
introducing a Studebaker speaker. 


e A 15-minute radio interview for 
the dealer and an announcer of the 
local radio station. The script was 
prepared as a “public service pro- 
gram” and the dealer was informed 
that although some program man- 
agers might regard it as a commer- 
cial, many others would recognize it 
as a public service program and 
schedule it without charge. 


e A five-minute version of the radio 
interview for the dealer and an an- 
nouncer. 

The dealer was informed that in 
making talks to community groups 
the story might readily reach other 


Advertising Requirements 





members of the community if prop- 
erly publicized. Suggested forms of 
news stories were enclosed as part 
of the packet to aid dealers in gain- 
ing publicity of their talks. 


4. Although there was no successful 
precedent, it was decided that the 
history of the company could best 
be told and would be most effective 
with the many publics to be reached, 
by dividing it into three parts 
namely: 


e The financial history of the com- 
pany. 


e The pictorial history of the com- 
pany. 


e A “romantic” history of the com- 
pany, done not by an historian, but 
by a creative writer. 

This trio of histories, it was felt, 
was the way to make the most of 
how Studebaker was the only one of 
5,000-odd wagon and carriage manu- 
facturers to become a_ successful 
auto maker. 

The first of these, a Hill & Knowl- 
ton staff-written document, was 
published as a companion piece to 
Studebaker’s 1951 annual report. 
This “Centennial Report,’ which 
covered the history of the company 
in much the same way that the an- 
nual report covered 1951, was il- 
lustrated by the Raymond Loewy 
organization. It was a photo offset 
32-page booklet in blue, brown and 
black with a map of the world on 
the back cover showing the locations 
of Studebaker plants, offices and 
other installations throughout the 
world. It was profusely illustrated 
with pictures of old Studebaker 
models through the years and pho- 
tos of Studebaker executives. 

The pictorial history was entitled, 
“100 Years on The Road.” This was 
a 76-page book in magazine format 
with pictures from the beginning of 
the Studebaker enterprise right 
down through the war years and the 
present day. 

The “romantic” history called, “A 
Century on Wheels—The Story of 
Studebaker,” was written by Ste- 
phen Longstreet and published by 
Henry Holt & Co. It came out in 
an edition of 121 pages and was sold 
in bookstores on the regular trade 
list as well as being distributed by 


Studebaker. 


5. Early in the operation of the pro- 
gram it was determined that sound 
motion pictures would be a major 
medium in telling the centennial 
story. A plan to produce three such 
pictures was worked out with Film 
Counselors Inc. (New York), which 
operated as Hill & Knowlton’s film 
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Through Ads . 


; > j * 
One hundred vears of Nudebaker milestones 


mn America’s fornand march 


®y . 
Studebakers 


lOOth Anni 


. . The centennial celebration was publicized by ads like this one which 


appeared in Life. This ad, which dramatized the Studebaker history in color pictures, was 


also used in the book 
offered to dealers. 


department and supervised the pro- 
duction of the pictures. The subject 
matter and handling of these films, 
decided upon early in 1952, is dis- 
cussed in detail later. 


6. A centennial medallion was or- 
dered from the Medallic Art Co. The 
obverse of this medallion was de- 
signed by the Raymond Lowey or- 
ganization and the reverse by a well- 
known sculptor. This design was 
used on all stationery of the corpora- 
tion as well as in advertisements and 
on all the company’s publication and 
in other ways. Eight-foot replicas 
were used as decorations at the Cen- 
tennial dinner and upon other oc- 
casions. 

Some 10,000 of the 3” medallions 
were struck and distributed, those 
going to dealerships mounted on 
special easels. A small number en- 
cased in Lucite, with the recipient’s 
name engraved on the edge, were 
used by Mr. Vance as gifts. More 
than 50,000 114” medallions were 
distributed as pocket piece keep- 
sakes to Studebaker employes and 
through Studebaker dealers. 


7. A_ promotion folder entitled 
“Studebaker Dramatizes its 100th 
Anniversary—A Century of Prog- 
ress on the Roadways of the World,” 
was prepared by Roche, Williams 
& Cleary of Chicago, Studebaker’s 
advertising agency for more than a 
quarter of a century, for the ap- 
proximately 3,000 dealers in Stude- 
baker cars and trucks. This piece, 
measuring 1542x20”, was designed 
to put all Studebaker’ dealers 
squarely behind the centennial. On 
the second page, there was a repro- 


100 Years on the Road 


and a blow-up suitable for framing was 


duction of the medallion together 
with the following copy: 

“Studebaker dramatizes its 100th 
Anniversary. The inspiring story of 
Studebaker’s part in America’s 
progress through the past 100 years 
will soon command the attention of 
the entire nation. One of the most 
spectacular and comprehensive cam- 
paigns of advertising and publicity 
in Studebaker history is ready to 
start rolling.” The next page con- 
tained a message from Mr. Vance 
regarding the great opportunity 
offered everyone in the Studebaker 
organization to participate in the 
campaign. 

In the spread following, under the 
heading “All America will read 
about Studebaker’s dynamic 100 
years,’ there appeared full-color 
reproductions of the front covers of 
the magazines that were scheduled 
to carry the advertising. Dealers 
were told that the Studebaker story 
would reach a total combined circu- 
lation of 42,341,107. Double spreads 
in color were reproduced to show 
the campaign that would be carried 
on by Studebaker. 


> In another double spread headed 
“Special Centennial Keepsakes You 
Will Treasure for Years,” Stude- 
baker reproduced the covers of “100 
Years on the Road” and “A Century 
of Wheels” and also showed a mail- 
ing piece entitled “It All Began With 
Wagon Wheels.” The page following 
showed the Studebaker centennial 
album as narrated by Raymond 
Massey and recorded by RCA Victor 
Custom Record Division. 
Reproduced on one page of the 
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Movie Scene . 


‘ 


. . This scene from one of five films Studebaker had made during the cen- 


tennial promotion shows the birth of the first Studebaker. Each of the five films emphasized 
a different phase of Studebaker's organization and history. 


spread was the official Studebaker 
centennial medallion together with 
the same medallion in pocket-piece 
size. Also included in the folder was 
a publicity kit of speeches, news 
stories and scripts for the use of 
dealers. 


> The following two pages were de- 
voted to illustrations of material 
available to all dealers, so that they 
could tie in with Studebaker’s cen- 
tennial. These were: 


e A framed color photo of Stude- 
baker factories measuring 3712x2734” 
for use as a prestige builder for 
showroom or office. 


e A colorful 53x40” wall hanger en- 
titled, “From Wagon Wheels to Auto- 
mobiles,” in a 10-color, pictorial pre- 
sentation of 100 years of Studebaker 
transportation. 


e A full-color, 3212x22” cardboard- 
mounted blowup of the centennial ad 
dramatizing Studebaker’s history. 


e An attention-getting 100th anni- 
versary window trim in five colors 
adaptable to any size window. 


e A product history blow-up dram- 
atizing Studebaker’s product history. 


e A framed photo of the Studebaker 


proving grounds. 


e A showroom valance in brilliant 
rayon-satin to be used as a dra- 
matic backdrop for special show- 
room displays, in red, white and 
blue, measuring 36”x8’. 


e A 36”x10’ outside banner in red, 
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white and blue featuring the Stude- 
baker centennial with 
grommets and ropes. 


reinforced 


e A centennial hand-out folder—a 
two-fold color piece dramatizing the 
Studebaker centennial, the same as 
the corporation history advertise- 
ment. It was designed to be used as 
an envelope enclosure or a show- 
room handout piece. 


e Centennial emblems for entrance 
doors or show windows measuring 
18x12” in bronze color. 


> Another page of the brochure was 
headed “Use Centennial Atmosphere 
Props” and showed a number of 
illustrations such as antique cars be- 
fore 1925, the “Izzer Buggy,” tandem 
bicycles, old model cars, old wagons 
and miscellaneous props and cos- 


tumes. The dealer was advised to 


collect as many atmosphere props 
as possible for the centennial cele- 
bration. 

Window displays to tell the Stude- 


baker centennial story were sug- 
gested. There were five drawings to 
provide the dealer with window dis- 
play ideas. Suggested copy was pro- 
vided to accompany 
displays. 


the window 


> Another two pages were devoted 
to “still more things to do to cash 
in on Studebaker’s great anniversary 
campaign.” These included: 


e Election tie-ins and participation 
in local and national election parades 
with both new and old Studebakers. 


e Dealer anniversary tie-ins where- 


by the- local dealer used his anni- 
versary to aid in promoting the 
centennial. 


e Fair tie-ins and the display of 
Studebakers at carnivals. 


e Sports tie-ins with local sports 
events and the use of Studebakers in 
victory parades. 


@ Local event tie-ins and coopera- 
tion in civic celebrations, openings 
of new bridges, highways, ete. 


e The holding of an open house by 
the dealer to celebrate the centen- 
nial. 


e A costume party and contest at 
the dealer’s showroom, offering 
prizes for the oldest costume or most 
unique costume. 


e An old vehicle contest. The dealer 
was told to advertise for the oldest 
vehicle in town and offer cash and 
merchandise prizes. 


e Souvenirs for school kids, who 
came to the showroom for literature 
or who brought their parents. 


e Atmosphere materials such as 
Hollywood-type searchlights, a cap- 
tive blimp, 20-minute red flares, etc. 


e Street banner and canopy a 4’x40’ 
baner stretched from the dealer’s 
building to a utility pole across the 
street. 


e A transportation museum with 
items from a local historical society 
or museum such as old vehicles, 
luggage, pictures of old cars, ete. 


e Engine display showing old and 
new Studebaker engines. 


@ Displays of old or new Studebaker 
automobiles in theatre lobbies, bank 
or civic buildings. 


@ Cooperative promotions with de- 
partment stores displaying cars in 
windows. 


e Contemporary transportation in 
the form of tandem bicycles with 
signs announcing the 
celebration. 


centennial 


e Cruising antiques with 
speaker to attract attention. 


loud 


e “Parade” girls outfitted in old time 
hoop skirt costumes to parade at 
various events and through shopping 
areas. 


e Adver-discs and bumper signs for 
use on cars. 


e Local ads, radio, publicity sugges- 
tions. 


> The folder also advertised “Great 
Studebaker movies will go on telling 
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the centennial story.” These motion 
pictures were produced at a cost of 
a half million dollars to carry on the 
Studebaker centennial story in 1953. 
These movies were designed to di- 
rect the attention of millions of 
Americans to Studebaker’s centen- 
nial, to entertain and at the same 
time drive home the salient points 
in the company’s history that dem- 
onstrates the “plus” that Studebaker 
builds. 


These films were: 


e “The Spirit of Studebaker,” a 
documentary film story of Stude- 
baker craftsmen, using Studebaker’s 
own people as actors and actresses. 
The film told the story of Studebaker 
craftsmanship, the father-son and 
other relationships in the company. 
Running time 26-minutes, 35 and 
16mm black and white, sound on 
film, produced by Louis de Roche- 
mont. 


e “Beyond a Promise,” a dramatiza- 
tion of Studebaker, past and present. 
A story of how a young man, a 
Studebaker dealer’s son, decides to 
enter his father’s business. Running 
time 26-minutes, 35 and 16mm, black 
and white, sound on film, produced 
by Apex Film Corp. 


e “The Studebaker Story,” filmed in 
Hollywood in Technicolor. The story 
of how Studebaker, the only high- 
way vehicle organization with a his- 
tory older and richer than the auto- 
mobile itself. Running time 29-min- 
utes, 35 and 16mm _ Technicolor, 
sound on film, filmed by a subsidiary 
of Columbia Pictures. 


e A one-reel version of the “The 
Studebaker Story,” produced to in- 
crease the versatility of distribution 


Premium Catalog . . . Studebaker put 
out a catalog listing and illustrating spe- 
cialties, such as caps for dealer's imprint, 
pencils, ties, etc., that were available to 
dealers during the promotion. 
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Presenting . . . A musical revue, staged in major cities in the U.S., was used to dramati- 
cally present the new 1953 Studebaker and tell the centennial story. The revue marked the 
first unveiling of the new centennial car model to dealers and the press. 


and use. Running time 10-minutes, 
35 and 16 mm, Technicolor. 


> The back cover of the brochure 
contained a pocket with the follow- 
ing: 


e Advertising specialties catalog 
containing illustrations of various 
advertising novelties such as caps 
for dealer’s imprint, pencils, ties, 
rules, ete. 


e Copy suggestions for window dis- 
play. 


Publicity stories for local release. 
Local newspaper ad mats. 

Radio spot announcements. 
Order form for centennial flag. 
Check list for promotion. 


8. While the foregoing brochure 
and other materials were in prepara- 
tion by the agency, a number of 
corollary activities were carried on 
with the cooperation of W. Robert 
Walton, director of public relations 
for Studebaker Corp. Among those 
of measurable importance were: the 
loan of Studebaker’s first vehicle, a 
1902 electric, for use in connec- 
tion with the American Automobile 
Assn.’s 50th anniversary celebration 
in 1952 in Chicago; sponsorship of 
“Miss Indiana” in Washington’s 
Cherry Blossom festival; staging a 
“century of fashion” at the annual 
dinner of the Mary Ann Club, an 
organization of Studebaker women 
employes noted for its civic and 
charitable work, and participation in 
the program of the 1952 meeting of 
the Indiana Society of Chicago. 


9. Through the years Studebaker 
has been known for its “father-son” 


tradition, but the extent and scope 
of the relationship of Studebaker 
employes to one another, in terms 
of numbers and percentages, had 
never been determined. Therefore 
an actual census was taken to de- 
termine the extent of this relation- 
ship and the results were used in 
many ways during the year. 


10. Major late spring activity was 
the “pacing” of the annual 500-mile 
race at the Indianapolis speedway. 
The Studebaker convertible selected 
as the “pace car’ was used a month 
before the race, to pace Indiana Uni- 
versity’s famous “Little 500” relay 
bicycle race at Bloomington, Indi- 
ana. 


11. To add significance to the spon- 
sorship of the Indianapolis race a 
“Parade of Transportation,” featur- 
ing the company’s historic vehicles 
which had been displayed in the 
Studebaker museum was staged be- 
fore the start of the race. Butler 
University’s drama department sup- 
plied the actor’s and actresses who 
rode in the vehicles. A short motion 
picture featuring the pageant and 
the pace car became an important 
dealer promotional aid. 


12. Throughout the year, the cen- 
tennial celebration was featured in 
Studebaker’s internal publication, 
The Spotlight, which is published for 
employes, and in the Studebaker 
News, the dealer publication going 
to about 3,000 dealers. 


13. During the summer, a centen- 
nial album, narrated by Raymond 
Massey, and using excerpts from the 
centennial dinner speeches and a 
78 rpm recording of the centennial 
song by the Studebaker Male Chorus 





Record Album... One of the more un- 
usual pieces in the Studebaker campaign 
was a phonograph record album. The rec- 
ords featured Raymond Massey narrating 
the company history. 


was recorded and given by the com- 
pany to its dealers. 

14. A special West Coast promo- 
tion that attracted nation-wide at- 
tention was assisting the E Clampus 
Society of Placerville, Calif. in pro- 
moting and staging the publicizing 
of the annual John M. Studebaker 
wheelbarrow race. This unique 
sports event is based on John Stude- 
baker’s renown as a wheelbarrow- 
builder for the ’49ers in Hangtown 
(now Placerville) from 1853 to 
1858. In the latter year, he took the 
$8,000 he had saved and returned 
to South Bend and invested it in 
his brothers’ wagon and carriage 
building business. 

15. Studebaker’s pictorial history 
was published in the fall. Almost a 
year’s work had gone into this pub- 
lication when the first of 500,000 
copies came off the Life presses of 
R. R. Donnelley & Sons at Chicago. 
More than 24,000 black and white 
photos and negatives, including the 
glass negatives of the 19th century 
which were in the Studebaker files 
were examined in selecting the pic- 
tures for the book. The photo selec- 
tion, text, design and layout of the 
book was a Hill & Knowlton staff 
job, including the editorial material 
which was widely requoted. This 
was the most widely distributed of 
all centennial documents, going to 
employes, dealers, customers, edu- 
cators, the press and national opin- 
ion leaders. 

16. From the beginning, the most 
effective means of introducing the 
centennial models to Studebaker’s 
3,000 dealers was under discussion. 
A study was made of the previous 
methods used by Studebaker, by 
other auto companies and by other 
leading companies for introducing 
new products. 

From the start, the use of dra- 
matic legitimate theatre techniques 
was considered. A plan was de- 
veloped in cooperation with Ervin 
J. Brabec of MCA Artists Ltd., 
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which was, in the final analysis, a 
musical revue embracing the history 
of the company and culminating 
with the surprise revelation on 
stage of the 1953 centennial model. 
It proved to be an undertaking that 
was well worth all the sweat and 
worry that went into fitting a com- 
plete musical production onto the 
stages of the Waldorf-Astoria in 
New York and the Palmer House in 
Chicago. In Los Angeles technical 
problems were much simpler, since 
the Shrine Auditorium was used. In 
San Francisco, “The First Century 
of Studebaker” was staged at the 
Opera House. There were three per- 
formances in New York, four in 
Chicago, four in Los Angeles and 
two in San Francisco. More than 
35,000 people—Studebaker dealers, 


employes, and friends of the com- 
pany—saw the musical revue. 

The revue traced, in song, dance, 
dialog and narration, the develop- 
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Mailing Piece .. . Another centennial tie-in 
was this mailing piece offered to all dealers. 


ment of the company. This gave 
Studebaker dealers an understand- 
ing of how the new car was backed 
with 100 years of business experi- 
ence and repeated successes with 
other vehicles, famous in their day. 
The sales “message” in the produc- 
tion was deliberately “low pressure” 
to avoid watering down the pure 
entertainment value of the show 
and to prevent interference with the 
creation of suspense which height- 
ened the dramatic effect when the 
car was unveiled. There were 60 
people in the complete company, 
plus a 20-piece orchestra. 

17. The musical, “The First Cen- 
tury of Studebaker,” also was used 
to introduce the new cars to the 
press. Admission was by ticket only, 
and a special press package was 
supplied at press parties held in New 
York, Chicago, Los Angeles and San 
Francisco. A week before the release 
of Jan. 26, complete press packages 
were mailed from South Bend and on 
the day before the story was to be 
released, publications received scale 
model Centennial Studebakers with 
the inscriptions, “Tell "Em About Me 
Jan. 26th.” 


18. The publicity resulting from the 


introduction of the new models was 
ample proof, it is felt, of the success- 
ful solving of the delicate matter of 
“timing” all activities so that the 
new and radically different centen- 
nial models were presented to the 
nation’s press with maximum effect. 
Throughout the program there were 
stories and features by columnists, 
commentators, news agencies and 
syndicates. 


19. On Jan. 19, the “romantic his- 
tory” of the company, written by 
Stephen Longstreet, was published 
by Henry Holt & Co. Inc. “A Cen- 
tury on Wheels—The Story of Stu- 
debaker,” was the third of the his- 
tories decided on early in the 
operation of the centennial program. 
The tone of the reviews the book 
received, and its public sale, re- 
warded the belief that a story about 
Studebaker fitted into the broad 
picture of American history. It was 
a more important public relations 
tool than a jotting-down-of-dates- 
names-and-places_ history would 
have been. The company presented 
each dealership with a copy of the 
history. All stockholders who re- 
quested the history were sent 
complimentary copies and copies 
were placed in business, college and 
public libraries. 

20. The Hill & Knowlton organiza- 
tion and its various departments, 
such as publicity, art, educational 
and publications, contributed stead- 
ily to the program. While the Stude- 
baker centennial celebration was 
an outstanding corporate birthday 
celebration, its real benefit to the 
company lies in how the event ma- 
terially and measurably influenced 
the public and in the help the ob- 
servance gave the company and its 
dealers in selling more centennial 
model Studebakers. 44 
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Brochure .. . Studebaker compiled a bro- 
chure of short speeches suitable for dealers 
and company personnel to deliver at club 
meetings and luncheons. 
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Depends on How You Look at it . 
among the judges at a beauty contest. Evidence: This picture showing the judging at one of 
WWODC's “Miss Washington” contests. The judges left to right: Alvin Epstein, Epstein Ad 


vertising; Walter Kirwin, Ferguson Agency; Mrs. Henry Kronstadt, Kronstadt Advertising; 
Ernest Johnston Jr., Johnston Agency, and the manager of Hotel Washington. 


How to stage a 


Beauty 


By Irv Lichtenstein 
Public Relations Director 
Radio Station WWDC 
Washington 


Beauty is our business! 

At least that’s the WWDC story 
during the summertime. When other 
radio stations sing the blues about 
the annual summer hiatus, WWDC 
(Washington) goes beautiful and 
hitches its sales wagon to the search 
for “Miss America.” 

It’s not easy, but, when worked 
right, it licks the summer slump. 
The pay-off is more business, more 
free newspaper space, more listeners 
and a sense of “well being” enjoyed 
by advertising agency account exec- 
utives, the sponsor and the station. 

Involved is an all-out effort by 
WWDC’s entire staff from the boss 
down to the messenger boy. 


>Radio Station WWDC has con- 
ducted the “Miss Washington” 
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. . You've got to expect differences of opinion 


beauty talent search as its top sum- 
mer promotion for the past 11 years. 
And in doing so, has stepped into a 
field which is usually dominated by 
civic organizations such as_ the 
Chamber of Commerce, Rotary, 
Lions and what have you. 

So far there have been no kicks 
because the “WWDC treatment” has 
increased the public service nature 
of the contest as far as the city is 
concerned. In 11 years, no contest- 
ant (or mother) has ever leveled the 
charge that she did not receive a 
fair shake. No newspaper or citizen 
of stature has ever claimed that the 
contest was “fixed.” 

Basic reason for this is that the 
“Miss Washington” contest is not just 
another beauty contest. The staff of 
WWDC makes certain that each con- 
testant is at her best when judging 
time comes around. She’s coached by 
professionals in her talent routine 
through seemingly endless rehearsals 


Beauty contests are one of adver- 
tising’s pet promotion stunts. 
Ihe promotion manager of a 
radio station that has sponsored 
a series of successful contests 
gives the “production details” 


and explains the benefits 


ontedst 


and is groomed and advised by the 
best beauty consultants in the busi- 
ness. 


> The winner also has something to 
look forward to. She walks off with 
a haul of awards totaling approxi- 
mately $5,000. She is recognized as 
Washington’s unofficial hostess dur- 
ing the year of her reign. It was 
“Miss Washington” who repre- 
sented the District of Columbia in 
the Eisenhower inaugural and the 
Cherry Blossom Festival. 

She also is the District of Colum- 
bia’s official candidate in the “Miss 
America” pageant. On this score, 
WWDC has been extremely for- 
tunate. The station has sent 11 “Miss 
Washingtons” to Atlantic City. Every 
one has come in the money and in 
1944, WWDC’s candidate (Venus 
Ramey) was crowned ‘‘Miss 
America.” 

That’s the end result of the “Miss 
Washington” contest, but the real 
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4@ Capitalizing .. . Station WWDC cap- 
italizes on its sponsorship of the “Miss Wash- 
ington" contest by using the contestants in 
a variety of promotions and publicity stunts. 
During the 1952 transportation strike in 
Washington, the station ‘rescued’ stranded 
commuters with this free horse and buggy 
pickup service. ‘Miss Washington’’ contest- 
ants also graced the buggy. Each year the 
“Miss Washington” finalists present a talent 
show at the Advertising Club of Washington. 
A drawing for a doorprize is also held. 
Last year Mandel Ourisman won the door 
prize and a kiss. The radio station also tied 
in with a local safety campaign by lending 


three of its contestants to draw attention to 
the drive. 


pay-off to WWDC can be measured 
in other ways. 


> The actual contest is a four-month 
effort—May through August. Local 
merchants, who advertise regularly 
on WWDC, are urged to contribute 
to the jackpot of prizes. Included are 
automobiles, gowns, electrical appli- 
ances, jewelry, luggage, fur coats, 
hope chests, radio sets, trips to 
Florida, airline travel, etc. 

For this, the sponsors receive spot 
mentions on WWDC in connection 
with the contest, their names in all 
programs and printed material, men- 
tions in movie trailers and miscel- 
laneous credits wherever “Miss 
Washington judging is held. 

Most sponsors, thru the courtesy 
of WWDC, utilize the contest in nu- 
merous other ways. For example, 
Hecht Co., Washington’s largest de- 
partment store, contributes a number 
of the major awards. During the 
eliminations, Hecht features ‘Miss 
Washington” contestants in all fash- 
ion shows, builds window displays 
on swim suits and summer wear 
around the contest, names a gown 
after “Miss Washington,” and, when 
the winner is chosen, signs the young 
lady as its top model for a year., 


> The contest is also a day-to-day 
aid to advertising agencies in Wash- 
ington. They know that WWDC has 
a roster of lovely young ladies who, 
as contestants, are in the public eye. 
When an agency formulates a cam- 
paign for a product, a store or a 
client, WWDC is the logical place to 
go for merchandising aid. It is not 
strictly coincidental that the station 
gets a “fair share” of the advertising 
budget. 
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The agencies also get a_ special 
bonus. It happens during the first 
“Miss Washington” elimination —a 
time when the field is cut down to 
27 contestants. All advertising agency 
account executives are invited to the 
judging, and 11 are chosen, by lot, 
as judges. 

This is also done on a national 
level during the “Miss Washington” 
finals. WWDC brings a plane-load of 
time buyers down from New York. 
A drawing is held and four of the 
New York time buyers are invited to 
be part of the judges’ panel in the 
“Miss Washington” finals. 


> The “Miss Washington” contest 
also gives theaters a shot-in-the-arm 
businesswise. Four theaters are util- 
ized during the contest—three neigh- 
borhood houses and the Loew’s Cap- 
itol, the largest house in Washington. 
All judgings are held on Monday 
night, usually the deadest night in 
the week as far as the theaters are 
concerned. In 11 years, the “Miss 
Washington” contest has never failed 
to pack a house. This may be the 
reason why Loew’s Capitol is now 
offering a week’s professional stage 
engagement to the winner as one of 
the prizes. 

In the realm of public service, 
WWDC’s “Miss Washington” contest 
hits on all cylinders. Contestants are 
available for participation in all civic 
projects such as Red Cross cam- 
paigns, the Community Chest, USO, 
traffic safety drives, unveiling of 
monuments, etc. 

WWDC stages weekly variety 
shows at Walter Reed General Hos- 
pital, the Naval Medical Center at 
Bethesda, Md. and other military in- 
stallations. Starred are station per- 
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JAMMED? 


Vole ko” 


Ben Strouse 


Electioneering . . . When WWOC agen 
eral manager Ben Strouse ran for a director- 
ship of the Washington Advertising Club 
couple of ‘Miss Washington’ beauties elec 
tioneered for him. Mr. Strouse was elected 
and WWDC got extra publicity. 
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WWDC’s Ten Commandments 


WWODC has established ‘Ten 
Commandments” for staging beau- 
ty contests. They are based on the 
station's experience over a period 
of years and should provide a 
handy checklist for others contem- 
plating staging a beauty contest. 
They include: 


1. Set your age limits between 18 
and 28 and require parent's or 
guardian's signature if contestant 
is under 21. 


2. Make sure that the contestant 
either resides, goes to school or 
works in the city where the contest 
is held. We insist on this require- 
ment for a six-month period prior 
to the contest. 


3. The contestant must be single. 
When we get down to the nine 
finalists, we run a thorough check 
on each girl, using a reputable 
agency, to make sure that the gals 
have never been married, divorced 
or had marriages annulled. 


4. Contestants may be either ama- 
teur or professional. In the past we 
have had contestants who have 
sung in such places as the Statler 
and Carleton hotels. Professional- 
ism adds rather than detracts from 
a show, 


5. Insist that all contestants be 
free agents. No one can louse up 
a contest as much as a contestant 


sonalities and “Miss Washington” 
contestants. 

And as far as the newspapers are 
concerned, WWDC is the place to get 
a pretty girl for a “weather” picture 
or other local features. 


> All this doesn’t happen automat- 
ically. It takes the cooperation of the 
entire WWDC staff. 

Awards and tie-ins with sponsors 
and agencies are handled by the 
sales department under the direction 
of Herman M. Paris, general sales 
manager. 

The actual staging of the contest 
is under the direction of Norman 
Reed, WWDC program director. 
Formerly with the “Miss America” 
pageant, Reed is a veteran beauty- 
talent contest producer. He and the 
staff of WWDC conduct rehearsals, 
teach stage presence, microphone 
technique and work out the talent 
routines. Expert beauty consultants 
are also called in to give the bene- 
fit of their knowledge to all contest- 
ants. 


with a manager. We include this 
in the entry blank. 


6. Make your prizes of value to 
the contestant. 


7. Handle mothers with care. Al- 
low them to attend rehearsals if 
they desire, and to escort their 
ever-loving daughters to elimina- 
tions. Keep them away from 
judges, because they usually hurt 
their own daughters’ chances. 





8. Give all contestants as many 
rehearsals of their talent routine 
as they desire. Also provide ade- 
quate coaches. The reasoning be- 
hind this is that the gal must be at 
her best when she appears at the 
judging. As far as the radio station 
is concerned, this usually entails 
the hiring of one good pianist. The 
staff of the station can instruct in 
such details as stage presence, 
microphone technique and grace. 


9. Select your judges with care. If 
you desire to use agency account 
executives, balance them off with 
newspapermen, drama or music 
critics, photographers and mem- 
bers of civic organizations. 


10. After the winner is chosen, as- 
sign someone to be with her when 
she makes public appearances, 
poses for pictures and picks up 
her prizes. Insist that the sponsor 
(the station) arrange appearances 
rather than the winner herself. 


WWDC’s promotion and publicity 
department takes over as far as pic- 
ture set-ups, tie-ins with commercial 
and public service organizations, 
merchandising of products and the 
selection of judges are concerned. 
The judges are chosen from senators, 
congressmen, cabinet wives, the 
diplomatic corps, drama and music 
critics, White House photographers 
and the press of the nation’s capitol. 


>The goal of everyone concerned is 
satisfaction. 

“Miss Washington” must be satis- 
fied that all prizes announced are 
actually awarded. The also rans must 
be satisfied that they were eliminated 
fairly. The sponsors must be satisfied 
that they received their money’s 
worth in publicity and business. The 
Washington public must be satisfied 
that the winner has a chance in the 
“Miss America” contest. And WWDC 
must be satisfied that its audience 
has increased and that station billing 
is on the upgrade. 44 





PREMIUMS, PRIZES & SPECIALTIES 


The use of 


No matter who is faced with the 
problem of business Christmas gifts 

-whether he approaches the selec- 
tion of gifts like Scrooge or like Santa 
Claus—gift giving can be an an- 
nual headache. Nevertheless, Christ- 
mas gifts have become an impor- 
tant element in the majority of 
advertising budgets. This was clearly 
indicated by a special AR industry 
survey just completed. 

AR asked a large group of its ad- 
vertising manager readers to report 
on how Christmas gifts were used by 
their firms .. . and to comment on 
the general practice of giving busi- 
ness Christmas gifts. The answers to 
the survey chart a very clear picture 
of this phase of advertising. 

Some of the most important fac- 
tors shown by the survey include: 


e Approximately 60% of the re- 
spondents gave business Christmas 
gifts last year. 


e The average company gave 210 
gifts to top customers and prospects; 
470 gifts to other customers and 
prospects, and 345 gifts to others. 


e The average company spent ap- 
proximately $11 each on its 1952 
gifts for top customers and pros- 
pects; $5.15 on the gifts for other 
customers and prospects, and $4.20 
on its gifts for others. 


e 19% of the gifts in the first group 
were personalized with the name of 
the recipient, while only 8% of those 
in the second group and 3% of those 
in the third group were person- 
alized. 


e A much higher percentage of the 
gifts were imprinted with the giver’s 
name—22% in the first group, 34% 
in the second group and 37% in the 
third group. 

These, and other questions cov- 
ered in the survey, should give ad- 
men a good opportunity to evaluate 
their own firms’ Christmas gift pro- 
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grams. Some of the comments of- 
fered by readers shed further light 
on the situation. 


> A large number of AR readers 
indicated the same general attitude 
toward business Christmas gifts. The 
feeling seems to be that the whole 
situation is getting out of hand but 
that the practice has become so 
widespread that most firms feel 
obligated to “go along with it.” 

Some of the more typical com- 
ments: 


e “We have never become involved 
5 ss ; ; : 
in the ‘dangerous’ practice of Christ- 


AR surveys admen to learn 
how Christmas gifts are 
used most effectively in 
business. The results pre- 
sent a helpful checklist for 
Christmas gift giving. 


mas gifts to customers and do not 
plan on doing so. I say ‘dangerous’ 
practice because once started it is a 
difficult thing to stop and to control. 
... The larger the company the big- 
ger the problem and in my opinion 
the small concern or service organi- 
zation has the best chance of using 
Christmas gifts effectively.” 


e “My personal opinion is that gifts 
are vastly overdone. I recently 
worked for a large company whose 
purchasing agents were deluged 


in business 


every Christmas with gifts—90% of 
which were junk. This amounts to 
bribery—the spirit of the gift is cer- 
tainly not there when it is used on 
such a wholesale basis. If the repre- 
sentative of a company has done 
more than he was called upon to do 
—has really gone out of his way for 
a client or customer—then he should 
be remembered with a _ gift of 
quality.” 


e “We feel that the giving of Christ- 
mas gifts can be dangerous as to be 
effective and appreciated a gift must 
be good and thereby, in most cases, 
fairly expensive. This creates prob- 
lems in that only a limited number 
can be given with the result that 
one person in a firm may get one 
when others, lower in rank, may 
have been just as instrumental in 
giving us the business. . . . For this 
reason we send Christmas presents 
only to home addresses.” (The com- 
pany sent approximately eighty $6 
gifts in 1952.) 


e “I think business Christmas gifts 
is a fast spreading virus; and they 
are almost impossible to avoid once 
the habit has started. The commer- 
cializing of Christmas has attained 
scandalous proportions in my opin- 
ion, and after a great many years 
in business, I have yet to see an 
account that was held or one that 
was regained or an order that was 
obtained as a direct result of a 
Christmas gift.” (The company sent 
approximately 125 gifts last year, 
ranging in cost from $27 to $8.95.) 

While a large number of com- 
ments of this nature turned up in 
AR’s survey, they were overshad- 
owed by the statistics which indi- 
cate that the majority of businesses 
do give Christmas gifts in quantity 
—spending millions of dollars on 
them each year. 


> The biggest over-all problem ap- 
pears to be selecting the right gift. 
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The chief aim for most companies 
appears to be to try and find some- 
thing “different.” One of the ques- 
tions asked in the AR survey was, 
“Have you come across any special 
items recently which you feel would 
make particularly good business 
hristmas gifts?” Among the an- 
swers received were the following: 
@ Windproof lighters 

@ Ball-point pens 

@ Kemper-Thomas Flamingo desk 
lighter (uses six flashlight batteries) 
e Electric drill set 

Colored golf balls 

Maritz Christmas gift folders 
Vinyl card container 
Personalized door mats 

Small artificial tropical plants 
Phonograph records 

Desk scale for postage 

Staplers 

Continuous calendars 

Electric office clock 
Twirl-A-Way ashtray 

Library sets (letter opener and 
scissors ) 

e Stapler and penholder combina- 
| tion 

|e Imported Italian liquors in hand- 
| painted vase containers 

|e Decanter bottles of bonded bour- 
bon 


e Highly colored Washington apples 


> The AR survey indicated that 
business Christmas gifts generally 
fall into four general categories: 
1. Personal items 
2. Items for the office 
3. Items for the home 
4. Food and liquors 

Two of these categories appear to 
be definitely favorites. One of the 
survey questions asked, “Which of 
the business Christmas gifts you 
have received in the past pleased 
you the most?” The answers possibly 
give a good guide for selecting 
gifts: 
@ 33° mentioned a personal item 
e 30° mentioned foods or liquors 
@ 21% mentioned an item for the 
office 
e 16% mentioned an item for the 
home 

A more complete listing of favorite 
gifts is contained in the box accom- 
panying this article. 


> That most firms are already aware 
»9f such preferences was indicated 
by survey results showing items 
given as Christmas gifts last year: 

® For top customers and prospects: 
39°% gave food or liquor 

26% gave personal items 

23% gave items for the home 

12% gave items for the office 

e For other customers and pros- 
pects: 
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AR Readers’ Favorite Gifts 


AR’s survey asked readers to name the business Christmas gifts they 


had received in the past which pleased them the most. The answers 
were many and varied, but the top favorites seemed to fall into the 


following categories: 


Cigars and cigarets 

Books and magazine subscriptions 
Cocktail mixing accessories 
Household appliances 

Serving accessories 


Desk sets and desk top accessories 
Staplers 

Lighters (both personal and table) 
Liquor 

Food packages 


Some of the specific items mentioned included: 


Set of small pliers in a case 

Picnic box 

Blanket and carrying case 

One dozen golf balls 

Travel clock 

Fortune magazine subscription 

Three Brooks Bros. neckties 

Fountain pen 

Arizona Highways magazine 
subscription 

Pyrene auto fire extinguisher 
with attachment for car 

Book of bird etchings by Bishop 

Field glasses 

Wallets 

Copy of “Year” 

Esquire magazine subscription 

Cloister-Craft Pocket notebook 

Waring cocktail blender 

Flower seeds from California 

Silverware 

Copper bottom pots 

Card table and chairs 

Hamilton-Beech drink mixer 

Chopping block and cleaver 

Clock 

Pepper grinder with matching 
salt shaker 


40° gave food or liquor 
28°, gave personal items 
17% gave items for the home 
15°. gave items for the office 
e For others: 
40% gave food or liquor 
32°, gave personal items 
15% gave items for the home 
13°% gave items for the office 

The most frequently given items 
for top customers and_ prospects 
where cigaret lighters, steak knives, 
desk sets and food or liquor. Top 
gifts for other customers and pros- 
pects were pocket secretaries, stap- 
lers and food. Top gifts for others 
included lighters, pens, pencils, 
playing cards, liquor, candy, hams 
and turkeys. 


> While liquor definitely appears to 
be one of the favorites both for giv- 
ing and receiving, an AR reader 
from Santa Anna, Cal. added a dis- 
senting note. 

“We don’t use alcoholic beverages, 
yet each Christmas we are deluged 


Electric bean pot 

Heated electric serving tray 

Desk memo pad and lighter 
combination 

Indoor and outdoor thermometer | 

Calendar and memo pad 
combination 

Desk pad from Brown & Bigelow 

“Production Yearbook” 

Framed painting reproduction for 
the office 

Library set, scissors and letter 
opener 

One gallon of Vermont maple 
syrup 

Cheese assortments 

Sheffield silver tea set 

Desk memo container from 
Brown & Bigelow 

World atlas 

Two fountain pen desk set 

Fruit, nut and candy baskets 

Case of Scotch 

Set of jelly glasses 

Fruit-of-the-month 

Crockery containers of cheese 
in port wine 


with every conceivable variety. Of 
course, we appreciate the gift, but a 
great deal of the effect desired by 
the giver is lost because he has not 
taken the trouble to find out if the 
gift will please his customer. - 

Another problem that keeps crop- 
ping up is duplication of gifts. One 
reader, for instance, reported a case 
of a local doctor who receives from 
five to seven appointment books 
each Chirstmas. Another case turned 
up where a single person received 
five fancy thermometers within a 
week’s time. 


> Whether or not the 1953 crop of 
business Christmas gifts will turn 
out to be the “different” kind re- 
mains to be seen. AR’s survey indi- 
cated that only 30°) have already 
selected their 1953 gifts. Items se- 
lected seem to parallel those given 
in 1952. 

There were a few, however, that 
definitely fit the “unusual” category. 
These included: 
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GOLF RECO 





The recipient just signs his 
name on the gold foil, lifts 
the foil and his handwriting 
is reproduced in 23K gold on 
the spot! It’s much more ef- 
fective than cold type. His 
name appears the way he likes 
to see it, written in his own 
particular style, with every 
flair or flourish. It’s the 
most personal of all person- 
alized gifts, the most effec- 
tive — yet least expensive. 


*W rite for FREE samples 


and further information. 


y, 
Te OO” ALLOA 


493 C Street, Boston 10. Mass. 
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e Pyrene auto fire extinguisher 

e Playing cards with matching ash- 
tray 

@ Desk tool kit in leather case 

e Necktie case 

e Framed picture 


> A few general observations can 
be drawn from the survey results: 


e Personalizing a gift is usually a 
good idea. It can indicate to the re- 
cipient that he is not just a source 
of business to the giver but is recog- 
nized as a personal friend. There is 
also another important value. If the 
receiver gets two similar gifts, he 
is most apt to keep the one that has 
been personalized. Both caution and 
effort must be expended, however, 
to get the correct name. Many times 
a personalized gift with the wrong 
or misspelled name is worse than no 
gift at all. 


e Imprinting can be dangerous. Un- 
less the imprint is handled with re- 
serve and kept in good taste, the 
gift is quite apt to become strictly 
advertising and will not be given 
the same degree of appreciation as 
other gifts. Many people resent a 
Christmas gift that is obviously 
given strictly to build business. 


e There is a problem in giving per- 
sonal gifts in that the receiver may 
already have the item or one like 
it. There are, however, products on 
the market which are variations and 
improvements on standard items— 
ones which may easily prompt the 
recipient to throw away his old, 
similar one. Every effort should be 
made, however, to find out what the 
receiver needs or wants. 


e One way te be “different” is to 
select an unus.al way to present the 
gift. Most gifts. the AR survey dis- 
closed, are de .vered by mail or by 
salesmen. There are, of course, 
hundreds of other ways to present 
them. A little note with the gift sug- 
gesting how it might be used will 
often help make it stand out. One 
reader listed as his favorite gift a 
stapler which came accompanied by 
a note advising him to take it home 
and use it there. 


@ Imported gifts seem to make a 
definite hit—especially if they are 
mailed from abroad. A package with 
foreign postage stamps will stand 
out no matter how many other 
packages are received. When foreign 
gifts are given, it is well to tell the 
recipient a little about their origin. 





e Gifts that are received throughout 
the year constantly remind the re- 
cipient of the giver. Any number of 
ideas in this field are available— 


Luxury Gift Neckwear 



























That Sells For You! 


Imagine your own product or 
trade mark distinctively print- 
ed on the finest silk foulard* 

. worn by top executives, 
customers, salesmen, col- 
leagues or friends . . . a low- 
cost subtle salesman...a con- 
stant reminder of your product. 


ONE TIE OR TEN THOUSAND 
FOUR-IN-HANDS OR BOWS 


ANY COLOR — ANY NUMBER 
OF COLORS 


ALL-OVER PATTERNS OR 
MODERN “SPOT” DESIGNS 


Designed and produced in 
our own plant, to meet your 
exact specifications. 

*Not gaudy “gag” ties! 


PHONE ¢ WIRE ¢@ WRITE 
FOR FREE DESCRIPTIVE 
CIRCULAR 


SPARKY 

SPECIALTIES, INC. The I. W. Harpe 
MOnroe 6-7814 ExecuTlE 

489 Milwaukee Ave., Chicago 10, III. 
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100 LOT 
WITH AD 


FOR KITCHEN 
«ss 
OUTDOOR 
BARBEQUE 

Model illustrat- 

ed here is No. 

6552. It is 

available 


also 
in 
gleaming white 
enamel finish 
with advertise- 
ment printed directly 
thereon in red ink, 
model number 2252. 
Popularly priced for 
mass distribution for 
all occasions! Sold 
thru independent ad- 
vertising jobbers and 
distributors. 
Call your local Ad- 
vertising Specialty 
jobber now or write 
us for his name. 


® Sharpens Scissors = Sharpens Kaive: 


and Holds 2 Knives 


PUBLICITY PARK DIVISION 


P. O. BOX 602 
ANN ARBOR, MICHIGAN 
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anaglyphs? scopes? 
bi-color spectacles? 


W hatever you call ’em—we make’em! 


Yes, we have the bi-colored spec- 


tacles you need — in quantity — 


for 3-dimensional printing or 


movies, in red and blue or red 


and green, without ear pieces or 
with. Call or write for samples, 


prices. Get fast action. 


FREEDMAN CUT-OUTS 


34 Hubert St., N.Y. 13, N.Y. 
CAnal 6-2750 
Dept. AR10 
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Smart estore 
Use Balloons... 


@ To spark new -\ ie 
sales! 

® To“switch” kiddies and 
their buying parents 
to YOUR brand! 

® To advertise season- 4 
al items...‘‘specials”’,. 


Because Balloons... 
@ are inexpensive, easy to use 
@ have real toy value as premiums 


@ carry your imprinted adver- 
tising far and wide 


It pays you to write TODAY for 
samples, ideas, imprint and 
low cost information to 
Ad Service Department, 
_ PIONEER Rubber 
fonpen 459 Tiffin Rd., 
Wil , Obio. 
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magazine subscriptions, books, 
monthly food or fruit packages, gifts 
from abroad, etc. Since mailing is 
handled by firms who specialize in 
this type of business, such gifts are 
no more bother than one-time items. 


e There are many gifts on the 
market that look like they have a 
higher value than they actually do— 
particularly when bought in quan- 
tities. For instance, a good card 
table and chair set can be purchased 
for as little as $12. 44 


Offer Information on 
1953 Gift Suggestions 


From the many gift suggestions 
received by AR from various manu- 
facturers, the following have been 
selected as some of the more in- 
teresting items available for 1953 
Christmas giving. Additional details 
on the products listed below can be 
obtained through AR’s_ Reader’s 
Service Department by circling the 
number preceding each item on the 
Reader’s Service Card inside the 
back cover of this issue. 


>’ 1003 ...A wide variety of onyx 
desk accessories and _ clocks, in 
matching sets, is available from Cen- 
tral States Specialties Inc. (Chi- 
cago). The onyx is imported from 
many parts of the world, the best 
stones coming from Mexico, Africa, 
Italy, Argentina, France and Bel- 
gium. 

Prices range from $2.50 to $250 de- 
pending on the rarity of the onyx 
and the size of the item. A four- 
piece desk set consisting of blotter, 
letter opener, pen holder and desk 
tray is available in Italian black and 
gold onyx or African brown onyx 
for $14.35. Table lighters are avail- 
able in the Italian shade for $12.35 
or in African brown or white for 
$14.80. The lighters have an unusual 
German mechanism. An Italian 





black and gold onyx mounted Ses- 
sions clock is priced at approxi- 
mately $36. 


All items come gift boxed and 
wrapped. Imprinting on gold finished 
plates can be handled by the com- 





Selling 
Paper? 


Print your AR ad 


on an insert of 


your own stock. 


Suit yourself. Printing 
paper, fancy packaging 


paper, etc... 


strictions on stock ex- 


cept weight. 


Tell your story on the 


paper that is your story. 


Do a terrific 
advertising and 
sampling job 
at one and the 


same time. 
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a TIE as a GIFT? 
A Se a 


Hail your friends with 
GIF-TIES, with a tasteful 
design appropriate to your 
relationship: Supplier to 
buyer! Professional 
Colleagues! Friends! 
Your own business motif 
... subtly abstract 

or boldly patterned 

in full color 

on neckwear of 

superior quality... 

what better way 

to honor associates 

on gift occasions! 


3 If the business motif seems 
inappropriate, a finest 
quality haberdashery tie, 
regular or bow, marked 
with your name on the 
label, will be an appre- 
ciated personalized gift. 


Write TODAY for details! Furnish 
od samples and specify interest 
in GIF-TIES or Haberdashery TIES 


AMERICAN 


NECKWEAR MFG. CO. 
DEPT. AR 

320 S. FRANKLIN ST. 

CHICAGO 6, ILLINOIS 


ARTMOR 
3-D DESK CALENDER... 


COMBINING EFFECTIVE 
MESSAGE TECHNIQUE AND 
DICE GAME... WILL SELL 


YOUR PRODUCT AL L 
{> YEAR! 


For information on 3-D 
Calender and many other 
effective PO.R. displays, specialties, 
premiums, gifts - write to 
ARTMOR PLASTICS CORP. 
1003 OLDTOWN ROAD 


CUMBERLAND, MARYLAND 


pany. Modern designed lighters and 
ashtrays, as well as desk accessories, 
are available. 


> 1004 ... Christmas gift folders 
which resemble a Christmas card 
and have a large selection of gifts il- 
lustrated on inside sheets are avail- 
able from Maritz Sales Builders (St. 
Louis). The gift folders are sent as 
presents and the receiver chooses a 
gift from the wide selection illus- 
trated. The sender can offer gifts in 
four different price classes, $6.92, 
$11.83, $17.28 and $29.05. Most of the 
gifts are nationally advertised prod- 
ucts and range from such things as 
Ronson lighters and Madison bath 
towels in the $6.92 class to Zenith 
radios and Spaulding golf clubs in 
the $29.05 class. 


>» 1005... Schiller & Asmus (Chi- 
cago) has a complete line of gour- 
met kits and associated items avail- 
able at reasonable prices. Its Country 
House salad box includes two jars 
of salad dressing, three jars of herbs 
and two mixing spoons, contained in 
an Early American hanging shelf. 
The company also carries a gourmet 
kit which includes a hardwood bowl, 
a garlic press and a ceramic jar for 
garlic cloves. Party aprons which 
have a variety of humorous designs 
printed on them and “gag” pockets 
are also available. 


> 1006...A catalog of the Griffon 
Cutlery Corp.’s (New York) line of 
men’s and ladies’ manicure and sew- 
ing sets, cutlery sets and hunting 
knives is available from the com- 
pany. All the items are imported. 


> 1007... Colorful cloth “around 
the glass” coasters manufactured by 
Hi-Jac Co. (Fort Payne, Ala.) are 
available in an assortment of colors 
and patterns. The “Hi-Jac” and 
“Lo-Jac” (for stemware) coasters 
come in attractive boxes packed in 
dozen and two dozen lots. Also man- 
ufactured by the company are men’s 
and ladies’ shoe bags. 


> 1008 ... Gay Fad Studios (Lan- 
caster, O.) has manufactured a wide 
assortment of barware and bar ac- 
cessories in many patterns and 
decorations. The Gay Fad line in- 
cludes sets of bar glassware, mugs, 
cocktail shaker sets, liquor bottles 
and mixing sets. Items are available 
in sets or individually. “Here’s How” 
mixing sets are decorated with gay 
nineties motifs and include different 
combinations of tumblers, strainers, 
stirring spoons and_ shakers. All 
items come gift boxed. Mixing sets 
range in retail price from $2 to $5.50. 
Quantity discounts are available. 


> 1009 ... Genuine leather desk, 


ALL YEAR LONG 


~ Around -The-World 


Shoppers Club 


FROM ABROAD ~ 


rs ¥. 
we re sank 
This year thrill and surprise everyone on your 
gift list with memorable gifts sent direct from 
a different foreign land each month. The 
new and distinctive Around-the-World Shop- 
pers Club makes Christmas come month af- 
ter month for those you want to thrill with 
a gift membership. Each rare and unusual- 
gift arrives from abroad with the fascinat- 
ing story of its origin and craftsmanship. 
One month the recipient may receive a beauti- 
ful ae gee of Delftware from Holland, or won- 
derful silverplate from Shefheld, England, or 
a delightful wrought metal gift from France. 
Your friends -will long remember these gifts, 
which if available here, would cost up to 
3 times as much. Membership in the Around- 
the-World Shoppers Club is inexpensive— 
only $6.00 for 3 months, $11.50 for 6 
months, $22.00 for 12 months—gifts sent 
postpaid, duty free. Send list and remittance 
now or write for full details at once to: 


AROUND-THE-WORLD SHOPPERS CLUB 
Dept. 889, 71 Concord St., Newark 5, N.J. 


SERS 


cRESH FLOW 


F N 


ORCHIDS 
PENNIES 


for premiums, giveaways 


GRAHAM W. DIBLE 


THE ORCHID KING 


Dible Building * 8th and Wall 
Los Angeles 14 « Tucker 2492 


OR 


EVERDRY © ABSORBENT COASTERS 
Not rubber, not plastic, not paper, EVERDRY 
Coasters are made of a perpetually absorbent chem- 

ical composition that needs no re- 
placement. Keep using without pause 
no wringing out or dumping out pools 
of moisture. This coaster just dr 
\and drinks. It's ALWAYS dry 
ready. An appreciated combi 
offer, premium, and advertising item 
Write today 
BLOCARIS COMPANY, MFRs. 
755 Boylston Street, Boston 16, Mass 
Producers also of 
PERMABLOT Ink Blotters 


Suppliers are invited 
to keep the editors of Adver- 
tising Requirements advised 
at all times of new develop- 
ments, new products, new 
processes, and new ideas of all 
kinds which might be of inter- 
est and value to our readers. 
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Advertising IDEAS 
Served Piping Hot 


In Every Issue! 


This is a typical issue of Advertising Require- 
ments. Yet, in it you’ll find some of the finest ideas 
in the ad profession on every phase of adver- 
tising production, promotion and merchandising. 
Read this issue carefully. Then, if you 
agree that AR is just what you need for a 
steady diet— mail the order card below 
TODAY to enter your personal subscription. 


lease enter immediately my subscription to 


DVERTISING REQUIREMENTS for 


r] 2 years (24 issues) at $5.00 
) 1 year (12 issues) at $3.00 
r]} Payment enclosed [] Bill my firm [] Bill me 


begets ph te Title 





Next Month in AR 


How to Select Models 


A model agency executive gives tips on how to select the right mo 
for ads. 


DMAA Convention Report 


AR will present on-the-spot coverage of the 1953 convention of 
Direct Mail Advertising Assn. in Detroit—both reports on convent 


sessions and what’s new in the exhibits. 


Painting in Grays 


An agency typographer explains his unusual theory on the use 
type in advertising. 


Current Trends in Annual Reports 


AR analyzes current annual reports and notes trends and metha 
which have been used to add color to ofttimes dry statistics. 


How to use Photo Gelatine Printing fo 


Advertising Purposes 


An expert explains the basics of a frequently overlooked printi 
process . . . and gives hints on how it can be used in advertising. 


The Oil Heat Institute’s Ad Kit 


The institute prepared a kitful of advertising material for deale 
This article tells what was used, how it was prepared . . . and hg 
dealers used it. 


FIRST CLASS 


Permit No. 95 
(Sec. 34.9, P. L. & R.) 
CHICAGO, ILLINOIS 


BUSINESS REPLY CARD | 
No Postage Stamp Necessary if Mailed in the United States 
—POSTAGE WILL BE PAID BY— 
Advertising Requirements 


200 EAST ILLINOIS STREET 


CHICAGO 11, ILLINOIS 





UNUSUAL 


OF GENUINE 
IMPORTED ONYX 


Onyx creations are desired and accepted as gifts 
of good taste. They stand the test of time in 
office or home and always are a reminder of the 
thoughtfulness of the giver. You can add match- 
ing gifts to these pieces from year to year. 


Combination Blotter, Letter Opener, Desk Set and 
Desk Tray. A distinctive, useful gift that will be 
remembered by your important clients. 


THE SET — Black & Gold, retail value $40.00....$14.35 
Brown or White, retail value $50.00.. 19.25 


Onyx Table Lighter. 
An exquisite gift. Retail 
Value $40.00 
Black & Gold 
Brown or White... 


Onyx Cigarette Box. 
Metal parts of solid brass 
with 24K gold plate 

5x4 2x2" —Retail value 

$75.00 
Black & Gold $26.00 
Brown or White... 28.00 
BY x4 Yo x2 V2” —Retail 
value $100.00 
Black & Gold $36.00 
Brown or White... 44.00 


$12.35 
14.80 


Onyx Clock for the time 
conscious executive. Genu- 
ine Sessions or Telechron 
Movement. Retail value 


Our Onyx Gifts are available with initials or 
names if desired. Quantity price quotations 
and information on the complete line fur- 
nished on request. 

Gifts Available from $2.50 to $250.00. All 
Merchandise Gift Wrapped & Boxed for Mailing. 
Delivery in time for Christmas shipping guar 
anteed on all orders received by November 1 


CENTRAL STATES SPECIALTIES, INC. 
549 W. Washington Blvd., Chicago 6, Ill. 
Phone: Financial 6-5698 
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bar and smoking accessories are 
available from Newman Exclusive 
Gift Manufacturers Inc. (New 
York). Items that are different in- 
clude a leather-bound desk clock 
or thermometer which is a combina- 
tion paper weight and magnifying 
glass; paperweight with scissors and 
letter opener attached; leather 
smoker set in the shape of a boat 
which includes a lighter, cigaret 
case and screened ash tray. 


> 1010... Hasko Trays Inc. (In- 
dianapolis) has manufactured 18 
patterns and five sizes of serving 
trays, available in assorted colors. 
The junior tray measures 5x11”. It 
is packed four trays in a gift box 
retailing for $1.79. The lap tray 
measures 712x16”. It is packed four 
trays in a gift box for $2.49. Serving 
trays measure 11x18”, are packed 
two trays to a gift box and retail for 
$2.19. Hostess trays measure 16x25”, 
are packed one tray in a gift box and 
retails at $1.89. Folding trays meas- 
ure 115gx1512”, packed one tray in 
a gift box retailing at $2.49. 


> 1011... A coaster, ash tray and 
cigaret case are combined in one at- 
tractive glass unit called “Hi ’n Dri” 
by Soovia Janis (New York). The 
unit will retail for $2. The top of the 
cigaret case has a beveled edge to 
prevent glasses from slipping. 


> 1012... Wilson Jones Co. (Chi- 
cago) has developed a special “mon- 
ogramed” desk stapler which is 
available through stationery dealers. 
The compact, streamlined stapler is 


called the “Tatum Monogram Stap- 
ler.” It can be used as a desk stapler, 
stapling plier and tacker. Several 
types of two-color chrome-plated 
steel monogram plates can be affixed 
to the top of the stapler. 


> 1013 ... Bamboo handles give 
distinction to a complete line of Cal- 
hawaii flatware made in Hawaii and 
distributed by the Calhawaii Co. 
(Pasadena, Cal.) The flatware is 
made of stainless steel with handles 
of Wangee root bamboo. Accessory 
pieces in bamboo such as 

kebab skewers, corn picks, 
screws, cocktail strainers, 


shish- 
cork 
glasses 


ideas 


RCA VICTOR 


for promotions 
and premiums 


Want to coax a car to give 
its own sales pitch? 


Or sell cereal with a trip to Mars? 


The “idea” file at the RCA Victor 
Custom Record Sales Division is bulg- 
ing with exciting new sales promotion 
uses for records. 

A fresh, new premium can put an 
extra kick in a promotion! A custom 
recording by RCA Victor with your 
special message can be a winner. Sound 
sells — and a long list of successes 
proves it! 

You'll find RCA Victor prepared to 
do a complete job of unmatched qual- 
ity — at a price that’s right. Script- 
writing, recording, re-recording, 
processing, pressing, packaging and 
shipping services all are available. 

Check the thought-starters shown 
here — then give us a call to see what 
we can work out together. 


If it’s your job 
to he lp 
“move” kids’ 
shoes, suits, 
cere als, how 
about a 
recorded trip 
to the moon 
Tribe ! as a premium? 


Custom 
/.. Record 
4) Sales 


Radio Corporation of America, RCA Victor Division 
Ne “u York 


gal» 
caret’ 30S" 
A Gof 


ot, rie. 
7 [2 OCker> 


T™uKS® 


Chicago Hollywood 


eo@ceeope@e6¢ 208 6 6 8 6 8 6 0s > 2 2 ea-@ @ 
RCA Victor Custom Record Sales, Dept.R-100 
630 Fifth Avenue, New York 20, New York 
Rush me by return mail your free record 


and descriptive “idea” folder on the ef- 
fective use of records as: 

() premiums [) promotions 
NAMI 

lITLE_ 
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and trays are also available. The 
price of a knife, fork and spoon set, 
packed four of each to a box is $12. 


> 1014 ...A small, three-legged 
black table with many uses has been 
developed by Hamilton O. Cornwall 
Co. Inc. (South Paris, Me.). The 
table which retails for $1 can be 
used as a telephone stand, at the 
side of a card table or chair or for 
serving snacks at parties. The legs 
slip out for easy storage. 


> 1015... Swift & Anderson Inc. 
(Boston) have developed a complete 
line of wall and table barometers and 
thermometers, magnifying glasses 
and field and opera glasses. The 
company’s “Anchor” barometer fea- 
tures a crossbar adjustment with 
which the barometer can be set up 
on a desk or hung on a wall. The 
“Anchor” is made from solid ship’s 
brass and retails for $15. 


> 1016... An anthology of the 
best prose and poetry from Punch, 
the British humor magazine, has 
been published by World Publishing 
Co. (New York). The book, called 
“The Best Humor From Punch,” 
contains 95 articles and 33 poems 
written by top humor writers who 
have contributed to the magazine. 
The book will retail for $3.50. 


> 1017 ...A “Desk Hold-All” 
made of fine translucent China and 
a “Letterbug” are two items made 
by National Mfg. Co. (Mount 
Vernon, N. Y.). The “Desk Hold- 
All” is designed for holding pencils, 
rulers or odds and ends. Retail price 
of $2.50 includes hand lettered name 
of receiver in 14 kt. gold on one side 
with firm imprint or giver’s name 


NOW Available 


> This Handsome Binder 
Holds a Full Year's File of 


Advertising Requirements 


at your jingertips for instant reference / 


You've probably ‘already discovered that you'll be referring to Adver- 


tising Requirements frequently. 


‘To solve the problem of lost, strayed or stolen copies, we’ve just 


arranged for a limited supply of handy binders. I 


year’s “file (12 issues) of AR. 


issue. 


‘The binder opens flat as a ruler to any page of any 


“ach holds a complete 


Takes but a few seconds to insert or remove any 


printed on the other side. It stands 
5144” high. The “Letterbug” is de- 
signed for holding letters and papers. 
It is made of wrought iron, designed 
to resemble a small bug. A clip at 
the front looks like a head and is 
useful for holding important notes 
or letters. An imprinted tag serves 
as a tail. The “Letterbug” retails for 
$1.50. 


> 1018 ... Especially designed for 
travelers, a compact “Mother Hub- 
bard Miniature Cupboard” made by 
Special Brands Inc. (Brecksville, O.) 
is available at retail stores. The cup- 
board is packed with 20 basic staple 
foods including oil, vinegar, salt, 
salad dressing, pepper, mustard, tea- 
bags, catsup, sugar, evaporated milk, 
and flour. It also includes such items 
as a sponge, soap and flakes, soap 
pads, toothpicks, matches and a can 
opener. The cupboard retails at ap- 
proximately $3. 


> 1019 ... Wilson Mimidex Co. 
(Rochester, N. Y.) has added new 
features to its “Planning Guide” 
desk calendar. They are easier to 
read type faces, more useful page 
formats, sharp offset printing, and 
calendars for three full months on 
each page. The “Planning Guide” is 
a smartly bound loose-leaf book 


716x6'%x1”, which includes memo- 





TO: ADVERTISING REQUIREMENTS 


issue — you can work with it easily on your desk. 


Sturdy? Well, it’s reinforced throughout with steel 
—and the supple wire inserts that retain each copy 


will last just about forever! 


Please send me 


MY NAME__ 


Has a rich-looking forest green Levant-grain simu- 


lated leather cover with the words “ 


quirements” 


Use This Handy Coupon 


Advertising Re- 
stamped in gold on the backbone. 
Makes a handsome addition to your office. 


Better order now while the supply lasts. 


COMPANY___ 


STREET__ 


GO ai 


200 E. ILLINOIS ST., CHICAGO, ILL. 


___ AR Binders. | am enclosing payment fig- 
ured at $3.50 for each, including all postage and handling charges. 


AONE_____ STATE. 


Your Money Back if Not Satisfied 
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HANGERS 


* 


FOLD UP 


oes ie 


Definitely Different . . . A Christmas 
gift possibility that definitely falls into the 
different’ category is this combination wall 
valet and dresser produced by Yield House 
(North Conway, N. H.). The unit is de- 
signed to eliminate the “Sloppy Joe" bed- 
room look. It neatly holds jacket, trousers, 
open shirt and tie. The “Clothes Horse" also 
has a large drawer and shelf. It comes in 
either honey-tone pine or mahogany finish 
and is 19x14x10”. It sells for $14.95. For 
additional details circle No. 1029 on the 
Reader's Service Card inside back cover of 
this issue. 


randum, appointment and calendar 
pages. 


> 1020... A compact sportsman’s 
outdoor service kit containing 37 
emergency items has been manu- 
factured by General Scientific 
Equipment Co. (Philadelphia). The 
kit includes gear repair equipment, 
sewing kit, first aid supplies, flash- 
light, and many other items. It 
weighs ten ounces and retails for 


$6.95. 


> 1021 ... Sets of bar glassware 
made by the Washington Co. (Wash- 
ington, Pa.) are brightly decorated 
with different playing cards. Glass- 
ware includes tumblers, pilseners 
and cocktail glasses. Also available 
with card decoration are ash trays, 
shaker and glass sets and combina- 
tion glassware and coaster sets. 


> 1022... Etchings by Alec Stern, 
one of America’s foremost etchers, 
are available from Saltz Advertising 
Specialties (San Francisco). Each 
etching is 144x20”, mounted on 
beveled mat and ready to frame. 
There is a choice of eight subjects. 


> 1023 ...A line of framed chalk- 
boards and world globes is available 
from Weber Costello Co. (Chicago 
Heights, Ill.). Both floor stand and 
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wall chalkboards are available in 
sizes ranging from 3x4 to 4x12’. 
World globes range in price from 
$3.65 for a 6” diameter model to $200 
for a 16” diameter floor model. Per- 
sonalizing arrangements can be made 
with the company. 


> 1024 ... A new, portable push- 
button fire extinguisher made by 
Pyrene Mfg. Co. (Newark) can be 
purchased through the company’s 
distributors. The extinguisher has a 
stainless steel shell and a maroon 
cap. It is operated by pressing a but- 
ton which discharges a steady 25- 
foot stream. It is refillable without 
returning it to the factory or to a 
service department. It comes pack- 
aged in a gift box and supplied with 
an individual shipping carton. On 
orders for 120 or more, the company 
will imprint the extinguisher cap. 


> 1025 Speedway Mfg. Co. 
(Cicero, Ill.) has manufactured a 
new “Executive” power kit and 
holster. The kit includes an electric 
SpeedWay SpeedDrill with Jacob’s 
chuck, seven imported chrome van- 
adium steel drill bits, assorted 
aluminum oxide abrasive discs for 
sanding, rubber backing, and lamb’s 
wool bonnet. A novel part of the kit 
is its holster which is made of trans- 
parent 20-gauge Exylin. 


1026... An executive package of 
assorted Christmas wrapping mate- 
rials has been introduced by the 
Dobeckmun Co. (Cleveland) which 
is available to business management 
for use as a gift item for employes 
and customers. The package contains 
six rolls of colorfully printed alumi- 
num foil wrap, 24 sheets of printed 
paper wraps and 25 sheets of differ- 
ent colored Fourdrinier tissue. 


1027 ...A selection of leatherette 
products made by the S. K. Smith Co. 
(Chicago) includes a complete line 
of desk accessories, guest and scrap 
books, waste baskets, albums, and 
protective mats. A four-piece desk 
set includes 15x22” pad with blotter, 
letter holder, letter opener and cal- 
endar. It will retail for $3.50. 


1028 ... Sixteen different cheese 
and assorted delicacy gift packages, 
beautifully packed, are available 
from the Wisconsin Cheeseman 
(Madison). Prices range from $2.95 
for the “Holiday-pak” which con- 
tains five different cheeses to $25.95 
for combination hampers which con- 
tains quantities of cheeses, appetizers, 
fruit cake, sauces, and glacé fruit. 
The company also has a plan for 
delivering food packages four times 
a year at one price starting at $10.60. 
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GET ACTION WITH 
THIS ATTRACTION! 


15c per set 
in give-away 
package 
17c per set 
in mailing 
carton 


Use‘ul kitchen premiums have proved their 
sales-building appeal time and time again 
—and Campbell's 3 piece plastic set tops 
‘em all for real pulling power at low cost! 


Bright colors! Embossed capacities on 
Spoon handles! Kitchen Scoop is big 
cup size! Six inch Scraper is solid plastic 
and pliable! 


Sets packaged for give-away or mailing. 
Free samples. Prompt action. Write today! 


W. E. CAMPBELL COMPANY 


Phone MElrose 2629 
Dept. 1, 32 N. Western Ave., Dayton 7, Ohio 


DOUBLE 
a COATED 
ADHESIVE 


FOR MOUNTING LIGHT DISPLAYS 


=) eS ea 


9 WEST FULTON STREET CHICAGO 6, ILL 


ey YU eee 


HOLDS DISPLAY TO ANY SURFACE 


|) DURABLE RUBBER PRODUCTS CO. 


549 WEST FULTON STREET CHICAGO 6, ILL 


CEIL-STICK....... 


FOR SUSPENDING MOBILE DISPLAYS 


a ea ea 


e 549 WEST FULTON STREET CHICAGO 6, ILL 





for better looking comprehensive 
layouts and designs 


for faster, more accurate assemblies 
which involve close register, 
transparency or fine details. 


for cost saving application of type, 
matter to photographs 


t. See how easy and 


Monsen-Chicago, Inc. 
22 East Illinois Street, Dept. AR-10 
Chicago 11, Illinois 


Gentlemen: Please send me sample 
Monsen Trans-Adhesive Impression. 


pame 
company 
address 
city 


34 


00000000000000000000600SSeeeeeSSeeSeSeSSSSSSSOSSOSESOOOESEOSEOESOOOSSSOSOOSSSOOOSOOOOE OO OES 


how to make 


Monsen Trans-Adhesive 
Impressions work for you 


MONSEN TRANS-ADHESIVE IMPRESSIONS are pulled on 

tough clear acetate from your specified copy . . . type, 
symbols, designs, rules, ornaments. They are sharp and 
clean in black, white or colored inks. A special 
transparent adhesive on the back of the acetate takes hold 
when you burnish the surface. ‘The type matter and the 
details under the clear* acetate reproduce perfectly. 


% opaque backing and matte finish are available for special jobs. 


| MONSEN-LOS ANGELES, 928 S. FIGUEROA ST. 
MONSEN-WASHINGTON, D.C., 509 F ST., N.W. 


Monsen-Chicago, Inc. 


22 E. ILLINOIS ST., CHICAGO 11, ILLINOIS 
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Wednesday morning 
Pan-American Coffee 
Bureau manager Charles 
Lindsay saw an interest- 
ing item in the New York 
Times. It gave him an 
idea. Late Thursday the 
idea was a completed ad 
ready for insertion in 74 
newspapers. 


LAYOUT & TYPOGRAPHY 


rom idea to ad 


Mm 44 houre 


The Pan-American Coffee Bureau set a production record 


with an unusual ad built around a news story from Korea 


“Coffee Wipes Out 22 Prison 
Months,” read the headline in the 
New York Times on Wednesday, 
Aug. 19. Two days later, newspapers 
across the country began carrying, 
in 1,000-line advertisements, the 
heart-warming story of a young 
Texas GI, who mocked his Red cap- 
tors and saw through their lies of a 
better world because they couldn’t 
even provide decent coffee. 

The fast action was made possible 
by striking cooperation among the 
Pan-American Coffee Bureau (New 
York), its advertising and public re- 


October, 1953 


lations counsel, printing services, and 
the newspapers. By Monday, the ad- 
vertisement had run in 74 papers in 
71 cities. 


> Charles G. Lindsay, manager of 
the Bureau, got the ball rolling at a 
meeting at 11 o’clock Wednesday 
morning. Present were Horacio 
Cintra-Leite, president of the Bu- 
reau; Mr. Lindsay; John A. Burns, 
director of advertising of the Bureau: 
Rear Admiral E. B. Dexter, U.S.N. 
(ret.), director of public relations; 
Mrs. Ellen Saltonstall, director of 


consumer services; Robert W. Orr, 
president of Robert W. Orr Associ- 
ates, the Bureau’s agency; James P. 
Selvage and W. Howard Chase, of 
Selvage, Lee & Chase, public rela- 
tions counsel; and William Reydel, 
vice-president of Cunningham & 
Walsh, agency for broadcast media 
for the Bureau. 

At that meeting, a budget and 
general media approach was ap- 
proved, and action started in sever- 
al directions. Mr.Burns started writ- 
ing the copy, and was joined by 
William L. McQuillan, copy chief of 
the agency. During the afternoon, 
the text was rewritten a dozen times. 

Meanwhile, Harold Gardner, ac- 
count executive for Robert W. Orr 
Associates, got through to Max Falk, 
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1. Action was taken on the idea within an hour. Complete 
plans were mapped out at a conference. Among those who par- 
ticipated were: (left to right) Robert W. Orr, president of Robert 
W. Orr Associates, which handles bureau ads in the printed 


Times national advertising chief, to 
get clearance from the paper for use 
of the editorial material in an adver- 
tisement. It is against the paper’s 
policy to permit this, normally, but 
a conference with J. W. Gannon, 
head of the advertising acceptability 
dept., brought a clearance by mid- 
afternoon. 


> Working through Special Services 
of International News Service, a 
clearance from the hero of the story, 
Cpl. Lester Williams, at Freedom 
Village in Korea, was obtained by 
Selvage, Lee & Chase. At the Orr 
agency, a newspaper list was made 
up and work on space clearance 
started. 

At one o'clock, art director Ted 
Sandler of the agency drafted a lay- 
out, and had it down to the Bureau 
by 3:30 p.m. for correlation with the 
text. By six. layout and text were 
back in the hands of Leo Hirx, the 
agency’s production chief, and by 
8:30, layout and finished art had 
been completed by Mr. Sandler and 
Rupert Witalis of his staff. At that 
time the text was delivered to 


Superior Typesetting for overnight 
composition. 

Type and layout were approved 
before nine the next morning by Mr. 
Burns, who then conferred with the 
Bureau’s counsel, Ehrich, Stock, 
Leighton & Holland. Certain changes 
recommended by John J. Leighton 
of the legal staff were noted on 
proofs and corrected by Superior. 
Finished proofs were furnished by 
11:30 a.m., and submitted for clear- 
ance to the Times, News, Herald- 
Tribune and World-Telegram & Sun. 


> Meanwhile, by telephone, Mr. 
Gardner cleared space and text with 
the Boston Globe, Washington Star, 
Philadelphia Bulletin and Baltimore 
Sun. Glossy proofs were flown to 
Baltimore and Washington by mem- 
bers of the Orr staff, and to Boston 
by a messenger service, and by train 
to Philadelphia. 

At noon, the corrected proof was 
furnished to Walker Engraving Co., 
which had a finished plate ready in 
30 minutes. At 12:30 National Elec- 
trotype Co. started work on an elec- 
trotype, produced mats, and had 


media; Horacio Cintra-Leite, bureau president; James P. Selvage, 
senior partner of Selvage, Lee & Chase, public relations counsel; 
Charles Lindsay, bureau manager, and William Reydel of Cun- 
ningham & Walsh, which handles radio-TV ads. 


them on their way by airmail-special 
delivery before the end of the after- 
noon. 

While the advertising was in prep- 
aration Wednesday, the facts in the 
story were being released in a news 
report from Selvage, Lee & Chase, 
reaching several hundred editors and 
2,000 radio news editors. Another 
article was furnished to trade paper 
editors in the food and restaurant 
fields, and a special feature based on 
the corporal’s reaction to Communist 
indoctrination efforts went to a spe- 
cial listing of 200 editors of industrial 
house organs. The story was also 
furnished to wire services which 
transmit to Latin America. 


> Friday morning, the advertise- 
ment was adapted for use in the 
weekly Supermarket News, and by 
Friday night a proof had been cleared 
and checked for the publication’s 
Monday morning issue. 

Fast footwork and good teamwork 
provided maximum public relations 
benefit from a news break, through 
effective advertising and publicity.4 4 


Superior teamwork and the combined skill of a vartety of advertisi 
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John A. Burns, director of advertising 
for the bureau, wrote the ad copy which 
accompanied the reproduction of the 
Times article. Working with him was Rear 
Admiral E. B. Dexter, U.S.N. (ret.), public 
relations director. 


5. The necessary clearance from Lester 
Williams, the Gl interviewed in the Times 
article, was obtained by Selvage, Lee & 
Chase through International News Bu- 
reau. Abe Ponicker and Bill 
(seated) handled the query. 


Epstein 


8. John J. Leighton of Ehrich, Stock, 
Leighton & Holland, the bureau's legal 
counsel, checked the ad early Thursday. 
Minor revisions, suggested by Mr. Leigh- 
ton, were made by John Burns and the 
changes were rushed to the typesetters. 


3. While copy for the ad was being writ- 
ten, account executive Harold Gardner 
of Robert W. Orr Associates, started 
work on clearances. He needed special 
approval of the New York Times and 
space reservations in 74 newspapers. 


=: 
— 
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6. By Wednesday afternoon, art direc- 
tor Ted Sandler (right) and staff artist 
Rupert Witalis of Orr had drafted a lay- 
out. By 6 p.m., layout and text had been 
approved by the bureau. By 8:30 p.m. the 
finished art was completed. 


9. Finished plates were rushed through 
by Bob Curran of Walker Engraving Corp. 
(New York), as soon as the corrected type 
was received. By noon Thursday, little 
more than 24 hours after the original 
planning, the ad was ready to run. 


ippliers helped the Pan-American Coffee bureau 
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4. Selvage, lee & Chase prepared pub- 
licity releases for newspapers and trade 
publications while the ad was being proc- 
essed. Art Johnson, radio-TV director, 
dictated a script that went out Wednes- 
day night to 2,000 radio news editors. 


7. Type for the ad was set overnight by 
Superior Typography Inc. (New York). 
Bob Dietz at Superior shepherded the rush 
job through the shop and got proofs into 
the hands of John Burns at the bureau for 
reading by 9 a.m. Thursday. 


10. Lou Hirx, Orr production chief, 
checked the first mat run off by Arnold 
Rettig of National Electrotype Co. By the 
end of the afternoon, mats were enroute 
airmail-special delivery to all newspapers 
outside the messenger service area. 


sel a production record 
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NOW AVAILABLE 
IN NEW YORK 


ON FILM 
ON PAPER 
ANY SIZE * MANY FACES 


Display, body, tabular . 
machine speed. 


. all set at 
Beautiful, sharp, 
smear-proof. Perfect for offset, gra- 
vure, photoengraving, silk screen 


TYPE SPECIMEN BOOK ON REQUEST 


GILCAR CORPORATION 


202 E. 44 St., New York 17, N. Y. 
\. Telephone MU 2-2560 


Booklet Describes 
Service of Tempo 


The services of Tempo Inc. (Chi- 
cago) are described in a folder re- 
cently issued by the firm. The agency 
offers a variety of creative and pro- 
duction services to other agencies 
and advertisers. According to the 
folder, Tempo buys no space and 
time, but offers just about every 
other advertising service including 
coordinated planning, layouts, typog- 
raphy, art, photography, package de- 
sign, production of publications, etc. 


e N 1046 n the 


e back ver 


Beaux Arts Brochure 
Shows Fine Engrossing 


A colorful folder containing 18 
illustrations of fine engrossing is be- 
ing offered by Beaux Arts Engross- 
ers (Chicago). Featured are full- 
color examples of various plaques, 
books, certificates and other exam- 
ples of the engrosser’s art. 

Engrossing is basically the art of 
fancy lettering. It is most frequently 
used for testimonial plaques, mem- 
orial books, certificates of merit, etc. 
The examples in the Beaux Arts 


folder range from a certificate of 
membership in the Material Mer- 
chants Assn. to a collection of testi- 
monial letters. 

The company offers a variety of 
hand-lettered plaques inlaid under 
glass in solid walnut, Morocco-bound 
books, acetate surfaced plaques, pic- 
ture frame mountings and similar 
items. 


Admaster Develops 
White Line Cell 


A new process has been developed 
by Admaster Prints Inc. (New 
York) by which white can be put on 
acetate photographically. The new 
process, called “Wite-Line Cell Proc- 
ess” is said to be less expensive and 
faster than either hand lettering or 
hot press. 

Uses for the process listed by Ad- 
master include preparation of over- 
lays for engravers; charts and 
graphs for overlays over colored 
paper; TV titles, and animation. The 
new process is said to allow un- 
limited use of typefaces and enlarg- 
ing or reducing of copy as desired. 

The company claims that any line 
copy that can be photostated can 


now... by popular demand 


VENUS EXTENDED 


fof the first time a truly great non-serif extended type face 


Venus Extra Bold Extended available from 18 to 54 point 


effective typograp 
FEATURE TH $123 


Venus Medium Extended available from 18 to 42 point 


effective typography is t 
FEATURE THA $123 


Complete prices and specimens available 


upon request on your letterhead from 


BAUER 


ALPHABETS, INC 


effective typographyi 
FEATURE THA $123 


Venus Light Extended available from 18 to 36 point 


effective typography is th 
FEATURE THAT $123 


235-47 East 45th Street 
New York 17, N.Y 
Tel: VA. 6-1263-4 


Advertising Requirements 





be reproduced and that there is no 

problem in reproducing even the 

finest lines. The cost per white line 

cell on 11x14” acetate is $5 each, 

plus the negative photostat. 

Admaster has produced a special | WARWICK PHOTOTYPE 

folder with a sample “Wite-Line” | 

cell on the cover. It gives additional 


details on the process. OFFERS S (J - S Cj nd 
For your copy circle No. 1048 on the 
Reader's Service Card DC ver 


inside back 


Announce Availability 


Of New Dom Bold Types C dv A IT S r Nn Q 


Availability of Dom Bold, a crea- 
tion of Peter Dom, in 18, 36, 48 and 
60 pt. sizes has been announced by 


e 
American Type Founders (Elizabeth, | 

N. J.). A companion face to Dom | 

Casual and Dom Diagonal, the new 


face follows the general design of 
the earlier Dom types but appears 
as though drawn with a thicker 


% 
brush. 
Samples of the new face were j N (J rg e y Dp GO 
shown in the September AR (page ® 


60). Dom Bold has a very casual 
appearance, in keeping with a trend . pets 
Pl . a. ee Type set photographically in miniature on a 
toward more informality in printing a‘ bs 
types. | revolutionary new machine can be enlarged 
: anny Memes Sin : 5 Rievaasnen. eee: canes ss 
In producing the new face, ATF many times, 288 point or larger, with absolute 
employed the same techniques used 
for the earlier Dom faces and Thomp- 
son Quillscript. The process involves 
the use of a photo alphabet of the 
artist’s best free hand letters and | 
cnciiialt ait iapitiiads satiaies alan WARWICK TYPOGRAPHERS, INC. 
a method o ak vattern plates, : : 
, : = E Dept. F-10, 920 Washington Ave., St. Louis 1, Mo. 
from which matrices are cut. iti 4 ras 
ve : ‘ ‘ Overnight by air mail from most of U.S. 
Three additional sizes—24, 30 and _ f f 
72 pt.—will be available shortly. 44 


sharpness and fidelity. You'll be amazed! This 
entire advertisement set with Warwick Photo- 
type. Write for complete Phototype story today. 


WARWICK PHOTOTYPE 
WARWICK SERVES CLIENTS IN-33 STATES, PUERTO RICO, MEXICO AND CUBA 


(peeenageceenaneeaserenenenenesaseee 


COD Foreign Language Division 


Typesetting in English 
and over 600 
Languages and Dialects 


WORLD'S FOREMOST FOREIGN 
LANGUAGE TYPOGRAPHIC SERVICE 


i 
J 


{orrset USERS. 


NO TYPE USED 
IN THIS AD! 


inyone in your office can set pertect head 


KING TYPO 


330 W.42 ST.,N.Y.36 


I 
L 


lines. body text. with Fototy pe Easy. fast pro 


fessional. Cuts tvpe costs by as much as 90% 


i as 
= 1 
It’s OK. wit we Use for house organs, ads, direct mail, catalog 


brochures--even letterheads' Clean, sl 
IF YOUR ADS ARE SET BY OTHERS 


eeoeeeeoee But that special one with the “mail 
® order touch”’ we feel, belongs to us 
for so many reasons that you'll have a 

JAY P tosee our FREE samples to know 


This is one time I'm not ate to follow WALK qdensthabust tapammanter “FOTOTY P ES . ‘ 


i. 
the layout!” 11 E. HUBBARD ST., CHICAGO 11, 1LL. MO 4-6134 nat ST of 


bab pre har 
acters for offset or silk screen re production 


Over 250 styles and sizes. Get free catalog today' 
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To Suppliers of Products or Services for the 
PRODUCTION®PROMOTION* MERCHANDISING 


Phases of Advertising 


Arrractine your kind of sales targets, 
bringing them into effective range for your sales 
solicitations, is the exclusive assignment of Ad- 
vertising Requirements’ editorial and circulation 
objectives. 


AR’s circulation, screened to separate the wheat 
from the chaff, is directed to 21,000 of your 
kind of people representing national, industrial, 
regional and large local advertisers, agencies and 
media. 


Thus, AR’s circulation assures coverage of prac- 
tically all of your kind of buyers. 


But coverage of the right people alone is not 
enough! You have to get under their skins— 
get their undivided interest through helping them 
with matters which closely concern their jobs— 
and yours. This is the “extra” which is provided 


by AR exclusively—an editorial diet on which 
your kind of buyers feed heartily—one which 
builds them up into wanting and buying more 
of your kind of products or services. 


How heartily your kind of buyers digest the 
“how-to” editorial service provided by AR is 
indicated by reader response to items mentioning 
products or services of suppliers. One issue: 53 
editorial mentions drew 23,979 requests for ad- 
ditional information from 2,512 different readers 
—an average of 452 replies per item mentioned. 
(See detailed record below.) 


Is it any wonder then, that Advertising Require- 
ments, by drawing buyers into range, enables 
advertisers like you to draw beads on worth 
while sales targets month after month. 


These 53 Companies Received 23,979 Inquiries 


from Editorial Mentions in One Issue 


Academy Film Productions 
Acme Type Foundry 
Advertising Specialty Institute 
American Decalcomania Co. 
Arrow Photo Copy Co. 

Bell & Howell 

Belnap & Thompson 


t ? 
WE 
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Chicago Cardboard Co. 

Coating Products 

Ross Coles & Co. 

Colorvision Plastics, Inc. 
Dartnell Corp. 

Diamond Match Co. 

E. |. duPont de Nemours & Co. 
Sidney Edlund & Co. 

Fox River Paper Corp. 

FR Corp. 

Hartwig Displays 

Henning & Cheadle, Inc. 
Hinde & Dauch Paper Co. 
Huxley Envelope & Paper Corp. 


International Color Gravure, Inc. 


Interchemical Corp. 

vel Corp. 

Kleen-Stik Products, Inc. 
The Lackner Co. 

Harold M. Lambert Studios 


Lithographers National Assn. 
Marquardt & Co. 
Monsen-Chicago 

Multi-Ad Services, Inc. 
Names Unlimited, Inc. 
Nashua Corp. 

National Industrial Advertisers Assn. 
Neon Products, Inc. 

Newton Falls Paper Mill Inc. 
The Osborne Co. 

Overseas Business Services 
Parsons Paper Co. 

Peerless Lithographing Co. 
Perfo Mat & Rubber Co., Inc. 
Projectograph Corp. 
Publication Corp. 

RCA Victor 

Rohm & Haas Co. 
Shigeta-Wright 

Sniders’ Poster Process Co. 


bf 


\ Adwertisi manag 


Requirements | 
| 


200 E. ILLINOIS ST 
CHICAGO 11, ILL 


Standard Manufacturing Corp. 
Station Representatives Assn. 
Varigraph Co., Inc. 

Victor Animatograph Corp. 


239 
242 
507 
137 


Warsaw Collection of Business Americana 416 


Washington Commercial Co. 
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Rack merchandising 
has become big business. 


t 
i 


: An expert tells how to design 


erie) 


ee eee 
. * 


packages for this new sales medium. 


LABELING & PACKAGING 


Made 


How to Prepare Packages 
For Rack Merchandising 


By Arthur Weiss 
Chairman 
Committee on Packaging 
American Rack Merchandisers 
Institute 


The sales pitch for a housewares 
item in a supermarket must be suc- 
cessful in a matter of seconds or a 
sale is lost. And the housewares 
package is the only salesman. 

In_ self-service selling, almost 
every sale of a non-food item is an 
impulse sale. Typical housewares 
such as cutlery, salt and pepper 
shakers, ashtrays and kitchen uten- 
sils compete against every other 
product in the supermarket for the 
consumer’s dollar after she has pur- 
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chased her essential food supplies. 
In some cases, housewares compete 
for the food dollar itself. 

How does your product stack up 
against this kind of competition? Is 
your package adequate enough to 
appeal to the shopper, tell her all the 
pertinent facts about the item and 
then close the sale? 


> Members of American Rack Mer- 
chandisers Institute service house- 
wares departments in over 15,000 
supermarkets throughout the coun- 
try. A service distributor stocks 500 
to 5,000 items, and the typical house- 
wares installation carries anywhere 
from 150 to 500 items. Housewares 
are second only to health and beauty 


aids in the total number of super- 
markets carrying them. This type of 
distribution is contingent on rapid 
turnover, and rapid turnover is de- 
pendent upon good packaging. 

As far as the service distributor 
is concerned, the term packaging re- 
fers to any device used to display the 
item and to present its selling fea- 
tures. A package may be a label, tag, 
card, box or bag. It may be made of 
chipboard, paper, polyethylene, plio- 
film, cellophane or of many other 
types of transparent films. 

In the merchandising of a house- 
wares product for self-service sell- 
ing, the package is prepared by the 
manufacturer, handled by the serv- 
ice distributor, stocked by the super- 
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People all over are giving their 
products extra sales appeal and bet- 
ter brand identification with Nashua 
Sales Impulse Bands. 


Grouped products sell faster... from 
hand tools and shampoo to candles, 
you can make up “packaged deals’’ 
when you use Nashua Sales Im- 
pulse Bands. 


For samples and prices of Nashua 
Sales Impulse Bands, write today. 
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market operator in his housewares 
department and selected by the 
shopper. Each party has specific re- 
quirements of that package. 


> The manufacturer is concerned 
simply with moving his merchandise 
and maintaining the prestige of the 
company. He knows that the pack- 
age is the only salesman between 
him and the shopper. The problem 
of packaging should therefore re- 
ceive as much attention from the 
manufacturer and his budget as his 
advertising campaign, since his 
product is seen by more people in 
supermarkets per week than in all 
advertising media combined. 

Here’s how he should equip this 
salesman with all the information 
about the product it contains: 


1. When considering a package, con- 
sider the quality of the product. It is 
not logical to put a $1.50 salt and 
pepper shaker and grease container 
set in a loose, inexpensive trans- 
parent bag, or to package a 25¢ plas- 
tic coaster set in a heavy, durable 
chipboard box with a _ transparent 
look-in window. 


2. Tell the shopper what she’s get- 
ting. Give the shopper all the essen- 
tial facts about the product. If 
possible, include illustrations of the 
product in use. 


3. Show the shopper what she’s get- 
ting. Make the item visible. If illus- 
trations and copy are used, don’t let 
either cover the product. 


4. Create a package that will protect 
the product from the time it leaves 
your hands until it reaches the con- 
sumer. It must house the item ad- 
equately during shipping and while 
on display. 


5. Make the price a focal point. 
Whether or not you pre-price an 
item, provide a pricing area in an 
eye-catching place on the package. 


> Since it is the service distributor 
who warehouses, delivers, displays 
and services the products in the 
supermarket’s housewares depart- 
ment, he is also exacting in his pack- 
age specifications: 


1. It must lend itself to attractive 
display. An item properly packaged 
for self-service selling should be at- 
tractive. It should feature multi-col- 
ored printing wherever possible in 
order to appeal to the shopper. It 
should be able to stack easily in 
cartons, in bins or on open display. 
If possible, it should be constructed 
so that it can stand alone. 


2. It must be strong enough to resist 
the abuse of self-service. The prod- 
uct is touched only once from the 


time it moves from the warehouse to 
the in-store rack, but during its 
comparatively short life on the dis- 
play rack it receives a great deal of 
customer handling. 


3. It should be designed in order to 
conserve space. The smaller the 
package, the more items can be 
placed in a limited space. More small 
items will receive shelf frontage than 
larger packages. 


4. The characteristically unusual 
shape of housewares should be con- 
sidered in packaging. The package 
should adequately fit the item. This 
facilitates shipping and display. The 
shopper will also be more attracted 
to that item which has a tailor-made 
package. 


5. Multi-piece products should have 
all parts properly secured. This pre- 
vents the loss or misplacement in 
handling. 


> The retailer has the same strin- 
gent requirements for a package as 
does the service distributor, but in 
some cases for different reasons. He 
wants the pricing to be legible so 
that it can be seen at the check-out 
counter; he asks for strong packages 
so that his merchandise can be pro- 
tected and breakage on his display 
racks be kept at a minimum; he 
needs attractive packages in order to 
maintain attractive displays; he 
wants packages that discourage pil- 
ferage; and he wants packages that 
are physically designed so that they 
are adaptable to stacking or hanging, 
since most self-service fixtures have 
provisions to hang up merchandise. 


> Mrs. Shopper is at the end of the 
merchandising line, and on her whim 
depends the success or failure of a 
product. The supermarket cannot 
create in the shopper a demand for 
a product; it can merely answer her 
demand. If the housewares package 
is presented to her correctly, the sale 
is made. 

Primarily, she wants to see what 
she’s buying and how much it is, and 
she wants to get this information in 
an appealing manner. It follows that 
purchases at the housewares display 
are prompted as much by the ladies’ 
concept of “fashion” and by how the 
package corresponds to it, as by her 
desire for the item. 

If the container or package is re- 
usable, it must open and close easily. 
The package must be compact enough 
so that at the time she selects it she 
can visualize it in her shopping bag 
as she carries it home. She also 
wants clean merchandise in an un- 
broken package. 


>» A complete, well-integrated pack- 
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Sizzler .. . The red liquid in the thermom- 
eter actually bubbles in this window and 
counter display card developed for Frank 
Lee Hat Co. Designed by Lawson & Lawson 
Inc. (New York), the bubbling thermometer 
animates the sales idea of keeping cool in 
a Lee hat. The lightbulb that activates the 
bubbling tube also illuminates the display 

an economical and effective motion unit. 
The tubes are available in a variety of 
colors. 


aging program should not end with 
the package design. The shelf car- 
tons and the shipping containers 
should be designed to facilitate the 
movement and the display of mer- 
chandise. Both can be effective trav- 
eling signs for the manufacturer if 
utilized properly. 

Don’t forget the extra sales boost- 
ers such as corrugated liners which 
can be used for display, sales mes- 
sages included on protective inserts 
and price molding tickets carrying 
selling copy. 

Faster movement of merchandise 
is the primary aim of all concerned 
in the supermarket-service distribu- 
tor-supplier relationship. Proper 
packaging will result in greater de- 
mand for the item, more rapid turn- 
over and ultimately greater profits 
for the manufacturer. 
> In addition to packaging a product 
for self-service selling, product pres- 
entation in the supermarket is most 
important. This is the service per- 
formed by ARMI members. 

The service distributor has been 
known in the past as a “rack jobber.” 
This implies that he sells racks to the 
supermarket and supervises their 
installation. Nothing could be more 
fallacious. 

The service distributor has built 
his reputation with manufacturers 
and supermarkets on the in-store 
service and display functions he per- 
forms. Display fixtures are an im- 
portant tool in his work, and he is 
constantly looking for those which 
will be acceptable to the chain store 
buyer. 

Particularly objectionable to the 
buyer are racks that jut out into 
aisles and slow down traffic. Circular 
racks are often no better, since they 
require aisle space completely 
around the rack. The successful 
racks are often found among those 
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which fit into the typical gondola 
shelf. In general, display racks 
should be designed to fill all the re- 
quirements of a package with par- 
ticular attention given to saving 
space, attracting attention and as- 
suring maximum turnover. 


> At the present time 75°. of the 
nation’s supermarkets carry house- 
wares. It is estimated that $135 mil- 
lion at retail will be done in these 
items in 1953. The service distributor 
is constantly on the watch for new 
items to add to his stock, but he will 
add only those he knows will be suc- 
cessful in supermarket selling. 

It is also the job of the manufac- 
turer to develop new merchandise, 
and then make that merchandise 
available in the proper form to su- 
permarkets. For some suppliers, this 
area is virtually untapped because 
of misconceptions that have long 
plagued him. When he begins to 
think of the self-service market as 
an additional source of volume and 
not a substitute source, he will be 
well on the way to a well-rounded 
merchandising program. 

The national offices of American 
Rack Merchandisers Institute are 
available to all manufacturers for 
assistance in packaging problems. Its 
committee on packaging has re- 
searched the entire packaging field 
and has developed a manual titled, 
“Product Packaging For Self-Serv- 
ice.” It is available upon request. 
For your copy, circle No. 1001 on the 
Readers’ Service Card inside the 
back cover of this issue of AR. 44 


remove unwanted hair 


Repeat Performance .. . This dispenser 
display proved so successful last year that 
Artra Cosmetics Inc. (Montclair, N. J.) de- 
cided to repeat it. The display is part of 
a special pre-packed ‘deal’ which gives 
druggists a free package with the purchase 
of the other 11 packages included in the 
display. 


Push Sales with 
NASHUA 
Sales Impulse Bands 


For combination sales, ‘tie’? prod- 
ucts firmly together with Nashua 
Sales Impulse Bands. 

Curtains, towels, sponges, etc. 
can be economically ‘‘packaged’”’ 
with these brand name bands. 

Write for samples of Nashua Sales 
Impulse Bands... available in any 
width from )%” to 6”, in either heat 
seal or gummed bands. 
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NE HouR to presstime 


By Benedict Kruse 
Editorial Director 
Frank Associates 

Chicago 


At approximately 11 p.m. on the 
evening of Wednesday, June 24, 
19-year-old Jeanne Hedrich was 
crowned Miss Furniture of 1953 at 
a contest held in Chicago’s American 
Furniture Mart. 

Within two hours, a picture of 
Jeanne holding the winner’s bouquet 
of roses was locked up and ready to 
run in the Chicago Market Daily, 
a trade paper published during the 
semi-annual furniture markets. 

During the entire process of taking 
the picture and making it ready for 
the press run, no one set foot in a 
dark room or handled either photo- 
graphic or engraving chemicals. 


>In terms of accomplishment, the 
performance duplicated a feat of 
which any metropolitan daily could 
have been proud, without elaborate 
processing layouts, which would be 
well beyond the budget of the 
Market Daily. This newspicture sys- 
tem, used successfully throughout 
the summer furniture market in late 
June, capitalizes on Polaroid-Land 
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The 


Polaroid-Land camera and the Fairchild Scan-A- 


Graver were used as a team to get last minute pictures 
into a daily trade magazine—in one hour 


film and a Fairchild Scan-a-Graver. 

For the Market Daily, this system 
marks the satisfactory conclusion of 
an extended search for a quick, 
economical way of getting newspic- 
tures into the paper. 

Timely newspictures, according to 
Oscar Lundy, the paper’s editor, are 
vital in creating reader interest for 
a paper such as his. The Daily is a 
free distribution paper given to buy- 
ers attending the Furniture Market. 
It is made available every morning 
at Chicago’s leading hotels and is 
also hand distributed at the en- 
trances to the American Furniture 
Mart. The paper must compete for 
reader interest during the busiest 
time of the year for members of 
its industry. 


>The staff of the Market Daily had 
been looking for the ideal solution 
to its newspicture problem since way 
back in the thirties. For years, the 
staff did the best it could with con- 
ventional methods of wet printing 
and zinc engraving. However, for a 
paper in the Daily’s position, the 
work must pass through too many 
hands to make this method efficient 
for rush work. 


The paper is printed by Poole 


Bros. (Chicago), while engravings 
are supplied by Lake Shore Photo 
Engraving Co. (Chicago). Our firm, 
Frank Associates, supplies its news- 
pictures. The printer and the en- 
graver are a healthy distance across 
town from each other and neither is 
particularly handy to the Daily’s 
editorial offices in the American 
Furniture Mart. 

The first big step in the speed- 
up came when Poole Bros. installed 
its Fairchild engraver. This elim- 
inated one time-consuming step and 
shortened the over-all preparation 
cycle by about two hours. In cut- 
ting out the lag for making zinc 
plates, we were able to extend pic- 
ture coverage for the next day’s 
paper into the early evening. Pre- 
viously, we had been forced to knock 
off and begin processing photographs 
by mid-afternoon. 


> After the Fairchild engraver en- 
tered the picture, Oscar Lundy and 
Saul Frank, head of our photographic 
operation, worked out a plan to use 
one of our spare enlargers to set up 
a dark room in a hotel just a few 
blocks from the Furniture Mart 
especially for processing the Daily’s 
pictures. Under this arrangement, a 
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finished print could be delivered in 
approximately an hour after the pic- 
ture was taken. 

In terms of the same illustration 
—the Miss Furniture contest—we 
operated in 1951 and 1952 by shoot- 
ing all 12 contestants in groups of 
four. By spacing the pictures care- 
fully and measuring our blowups, 
we wound up with prints from which 
we could cut the winner’s picture 
for use in a one column Fairchild 
reproduction after the contest was 
decided. 

This plan gave us an acceptable 
picture, since the girls were dressed 
in the formal gowns which they wore 
during the contest, but it lacked the 
authority of the winner’s crown and 
roses. It was also a lot of trouble. 
With the intense activity which al- 
ways descends at Furniture Market 
time, we were hard pressed by hav- 
ing to tie up a photographer for 
several hours every day on these 
comparatively few pictures. 

With high speed finishing under 
conventional methods, we found it 
necessary to have either the man 
who took the picture or one who 
was familiar with the situation han- 
dle the dark room work. This was 
largely because Fairchild reproduc- 
tions are on a one-to-one basis. This 
required that we find out beforehand 
how much space was to be devoted 
to the picture and make the print to 
size. There was no chance to crop 
after the picture was made; it all 
had to be done in the dark room. 


>Thus, we conceived the Polaroid- 
Land idea partially for quicker 
coverage and partially to save wear 
and tear on Saul Frank. Our initial 
experiments were made with a Po- 
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laroid-Land camera, even though 
we realized all along that the Land 
camera itself would never fill our 
needs. However, the results, right 
from the beginning, were quite ac- 
ceptable. 

The Polaroid-Land film itself is 
very well suited for this operation. 
It produces a good, contrasty black- 
and-white print. We have saved 
some purposely for several months 
to check on its durability and have 
noticed no fading of either color or 
detail. The finish is definitely per- 
manent enough to withstand the in- 
tense light of the Fairchild’s photo- 
electric scanner. 

The Land film is an odd size. We 
have not found it objectionable, but 
feel it should be noted. The actual 
picture dimensions are 234x334”. 
This size offers no problem on a one- 
column photograph. But the width 
of the film is not enough to fill two 
full columns, while pictures more 
than two columns wide are, of course, 
impossible. 

In a two-column, four-inch-wide 
spot, there will be a quarter inch to 
spare. The narrowness of the picture 
was even more noticeable in the 
Market Daily, which uses 13-pica 
columns, requiring 41%” to fill the 
space. This meant that Polaroid pic- 
tures scheduled for two-column cuts 
would run with approximately 3.” 
white space on each side. Oscar 
Lundy didn’t hesitate a moment in 
okaying the Land pictures for two- 
column cuts despite this condition. 


>In any description of Land film, 
we make it a point never to omit 
our belief that, for all its convenience 
and speed, it should not be consid- 
ered as a substitute for the proven 
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Picture to Press .. . This sequence of 
pictures shows how the combined use of the 
Polaroid-Land camera and the Fairchild 
Scan-A-Graver cuts the picture-to-press time 
to as little as one hour. 


200 .. . Miss Furniture of 1953, 19-year-old 
Jeanne Hedrich, is crowned by Dan Hirsch, 
who headed the committee handling this 
event for the Furniture Club of America. In 
a special reenactment of the case history de 
scribed in the accompanying article, pho 
tographer Saul Frank takes the picture. 


202 .. . Approximately two minutes after 
the shot is made, photographer Frank has 
had time to get his camera set and run the 
minute-long developing cycle. 


215 . . . Fifteen minutes after the shot is 
made, the finished print has been delivered 
to the desk of Market Daily editor Oscar 
Lundy and is cropped for the engraver. 


45 . . . Not more than 30 minutes later 
(depending upon time for delivery), Bill 
Narup, head of the engraving department at 
Poole Bros., is taping the print to the cylinder 
of the Fairchild Scan-A-Graver. 


255... In less than ten minutes the Scan- 
A-Graver has turned out the plastic engrav- 
ing. It is then blocked and trimmed to size 
on a band saw. 


360 . . . Within an hour the completed en 
graving is all ready for the presses. The final 
cut in the series is the actual engraving made 
from the Land camera shot by Saul Frank 
All of the halftones in the above series were 


produced on the Scan-A-Graver by Poole 
Bros. 
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Now in one big book you get more than 
500 line drawings ... sharp black and 
white spots that you can quickly clip and 
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each classification. It’s quick and easy to 
find what vou’re looking for .. . it’s even 
easier to select the ideal spot, then clip it 
out and paste it down. 

Costs only $10—and that’s all! Send your 
check or purchase order today! Satisfac- 
tion guaranteed. (Agents and distributors 
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method of shooting a negative and 
preparing a top quality print. Even 
on assignments for the Market Daily, 
we shoot on regular film whenever 
possible, delivering enlarged prints 
on which the lighting and tones are 
carefully balanced. Polaroid-Land 
film has found a definite place in our 
operations. But, we never lose track 
of the fact that its position is as an 
expedient only. 

As soon as the Land film proved 
usable, we went ahead with our 
original plan and bought a Polaroid- 
Land attachment which fits on. back 
of our Pacemaker Speed Graphic. 
This is a far more satisfactory 
method than using either of the two 
cameras made by Polaroid-Land. 
On the Graphic, we have the advan- 
tages of a top quality lens, an ac- 
curate range finder and, most impor- 
tant, more controllable lighting. 


> The factor of lighting was respon- 
sible for our major objection to the 
Polaroid-Land camera with which 
we made our original tests. Working 
with a single light in a fixed position 
is not a satisfactory method of taking 
pictures with Land film. Since it is 
impossible to dodge, burn in, or 
otherwise control the prints, the 
lighting must be as nearly perfect 
in balance as possible. We accom- 
plish this by taking the flashgun off 
the camera and directing the light 
exactly where we want it. This, we 
have found, is necessary to correct 
for such factors as the dissipation 
of light with distance, dark clothing 
on light-skinned people, etc. 

For the average picture of one or 
two people, we get best results by 
holding the flashgun directly over 
the camera and directing the reflec- 
tor downward at about a 45° angle. 
For larger groups, such as discussion 
panels, etc., we either direct the light 
spread horizontally or use a second 
light to give us thorough coverage. 

Adapting ourselves to the use of 
Land film for this type of picture 
was fairly simple because the speed 
of the film has proven to be about 
the same as the Kodak Super Pan- 
chro Press Type B which we use for 
almost all of our work. When we are 
shooting at a distance of less than 
six feet, we generally use a shutter 
speed of 1/100 of a second and a 
diaphragm opening of f 32. At 10 
feet, we open up to f 22. On longer 
shots, we judge accordingly, allow- 
ing for both distance and density of 
background. 


>In all work done with the Po- 
laroid-Land method, there is the 
ever-present, tremendous advantage 
of seeing the results in just one min- 
ute. This has enabled us to make 
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corrections in lighting, framing and 
positioning of subjects in plenty of 
time to reshoot the picture and get 
something usable. This feature also 
gave us a lot of leeway during the 
experimental stages of this work. 

Although it enabled us to make 
great strides in our goal of in- 
expensive news coverage, this Po- 
laroid-Land technique has not been 
all clover. For one thing, although 
it is workable, the Polaroid-Land 
back for the Graphic is on the clumsy 
side. It is not a specifically-designed 
accessory, but an adaptation based 
on the use of the same casting which 
is used to make the bulky Polaroid- 
Land camera itself. 

The back can be attached in a 
matter of seconds, but it protrudes 
awkwardly, making the camera 
heavy and difficult to handle. Also, 
because it utilizes the casting of the 
Land camera, this back recesses the 
film a littke more than an inch be- 
hind its normal position. That is, 
the plane of the film does not cor- 
respond with the ground glass or 
cut and pack film positions, but juts 


behind. 


> Two attachments which come with 
the back are designed to compensate 
for the film size and position. One 
is a metal mask which slips into the 
front end of the Graphic’s optical 
viewer. This serves to frame ap- 
proximately the same image taken 
in by the scope of the film. The 
other is a metal plate which is placed 
behind the infinity stops on the bed 
of the camera. The width of this 
plate corresponds with the increased 
film depth of the attachment. Thus, 
when the plate is used behind the 
infinity stop, the resulting compen- 
sation makes it possible to use the 
ranger finder at its normal setting. 
The arrangement of the Polaroid- 
Land attachment practically elim- 
inates the use of ground glass focus- 
ing and composition. More impor- 
tant to us, it makes it impossible 
to use a wide angle lens in conjunc- 
tion with the Land back. We have 
come to rely fairly heavily on wide 
angle lenses for convention coverage, 
especially in taking photographs of 
large groups or displays which have 
to be taken in cramped quarters. 


>Our experience to date has not 
been extensive enough to establish 
a firm pattern of where and when 
we recommend using Land film for 
newspictures. However, there is one 
other proven application. 

Almost every trade paper must 
give news and picture coverage of 
several conventions a year. Occa- 
sionally, a convention falls close to 
the magazine’s closing date. In such 
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an instance, the editor usually pre- 
fers to hold a few pages open for 
convention reports rather than let- 
ting them cool off in waiting for the 
next month’s edition. On such jobs, 
rapid delivery of prints becomes crit- 
ical as the closing time approaches. 

On this type of assignment, we can 
shoot our pictures on film for as 
long as circumstances allow and then 
switch over to the Land system for 
those last few shots which could not 
have been handled conveniently in 
any other way. 


>This system worked out well in 
the coverage of the convention and 
trade show of the National Associa- 
tion of Music Merchants in mid-July 
by Music Trades Magazine. Associate 
editor Bill Coss was so pressed for 
time that he had to leave the day 
before the convention ended to get 
back in time to put his book out. 
After delivering more than 20 pic- 
tures which were taken on the first 
two days of the show and processed 
in the normal way, we switched to 
the Land method and continued to 
shoot and deliver pictures on the 
spot right up until the time he was 
ready to leave for the airport. 

On both convention and other 
news jobs, it should not be over- 
looked that Polaroid-Land, picture- 
a-minute coverage has a great deal 
of attention-getting, ‘“‘gimmick’”’ 
value. At this point, it is still some- 
thing different and serves to draw 
considerable interest. 


>There is no question but that the 
combination of the Polaroid-Land 
camera and the Fairchild Scan-a- 
Graver has its applications in the 
production of engravings for adver- 
tising purposes. A couple of hypo- 
thetical cases should serve to illus- 
trate this point: 


e A product is given an award at 
an evening banquet. A picture of the 
prize being awarded can easily be 
inserted into an ad appearing in edi- 
tions of local papers within an hour. 


e A big news event affects a manu- 
facturing company. Details, includ- 
ing important pictures, can be in- 
corporated into a direct mail piece 
which is at the post office within a 
few hours. 


There are, of course, hundreds of 
other similar cases which can be 
dreamed up. The use of the Land 
camera, by itself, also fills an impor- 
tant role in advertising. Whenever 
it is important to see the final result 
quickly, the picture-in-a-minute 
feature of the camera can be put 
to use. 


All told, then, we feel that the 


TO ALL ENGAGED IN 


advertising 
publicity 
business 
and 


industry 
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Whether your picture require- 
ments are usual or unusual 
— stock photos, advertising 
photography, special assign- 
ments — U. P. can serve 
you efficiently, expeditiously, 
economically. 


Reserve your free 
copy of the 
new U. P. Picture 
book on 
press now. 


UNITED PRESS 
NEWSPICTURES 
Special Services Division 
461 8th Ave., N. Y. 1, N. Y. 
PEnnsylvania 6-8500 
Harlow M. Church, Director 
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Sell ‘em! 


with stock pictures from... 


UNDERWOOD & UNDERWOOD 


319 E. 44, New York 17 © 646 .N. Michigan, Chicago 11 
Tel.: MU 4-5400 Tel.: DE 7-1711 


NEW SUBJECTS ... EVERY MONTH 
BRANCHES 

HOUSTON 

1009 Isabella 

Ke-1293 

LOS ANGELES 

1627 S. Broadway 

Ri 7-0234 

PITTSBURGH 

713 Penn Avenue 

Court |-6489 

ST. LOUIS 

1006 Olive Street 

Garfield 0932 

SAN FRANCISCO 

181 Second Street 

Yukon 6-4224 


HOUSE ORGANS? 
I 


ATLANTA 
Boulevard at North Ave. 
Vernon 1124 


BOSTON 
244 Washington Street 
Capitol 7-3634 


CINCINNATI 
12 East 9th Street 
Garfield 1234 


DALLAS 
2704 Cedar Springs 
Lakeside 2725 


DETROIT 
2241 Book Building 
Woodward 1|-0746 


Here’s an Idea Kit 

of various types of house organs 
printed by offset and offered FREE 
to companies and agencies in the 
central and midwest states. Budget- 
savers are included with deluxe jobs 
and stock cover models. Many illus- 
trate practical books for very small 
quantities, planographed at amazing 
low cost. 


Send for your copy today! 


Company 


Address 


OFFSET PRINTERS 


Division of Rapid Copy Service, Inc. 
123 N. Wacker Drive 
Chicago 6, Illinois 


Polaroid-Land system described 
above has a worthwhile position 
both in newspicture coverage for the 
business press and for advertising 
purposes. But, it should not be over- 
rated or counted on as an answer to 
all photographic coverage problems. 
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United Press Services, 
Stock Photos Described 


United Press Newspictures’ special 
services division has published a 16- 
page booklet explaining the many 
picture services available to men in 
industrial, advertising and publicity 
fields. More than two million stock 
photos, covering nearly every con- 
ceivable subject, are indexed and 
cross-indexed in UP’s files. 

In addition, UP has photographers 
and writers scattered throughout the 
U.S., available for special story as- 
signments, to cover banquets, meet- 
ings, sales conventions, etc. The 
booklet also describes UP’s studio 
equipment for taking advertising and 
special photos. 


For your copy circle No. 1049 on the 
Reader's Service Card inside back cover 


Christmas Clipbooks 
Offered by Studio 


Two clipbooks of ready-to-use 
Christmas art are being offered by 
Harry Volk Jr. Studios (Atlantic 
City). Each book contains a variety 
of line illustrations for preparing 
Christmas printed material. 

The largest of the books is 17x11” 
in size and contains 24 one-side 
pages of illustrations. It is plastic 
bound. In addition to a variety of 
one and two-color line Christmas 
illustrations representing a wide 
variety of art treatments, the book 
contains two pages of special Christ- 
mas lettering, a page of Christmas 
script headlines, two pages of special 
backgrounds and four pages of holi- 
day borders. The volume sells for 
$7.50. 

A second volume, selling for $5, 
contains 40 one-side pages of illus- 
trations. All of the illustrations are 
for one-color treatment. Special 
border designs and a wide variety of 
Christmas headlines in several dif- 
ferent lettering styles are included. 
The 8x11” volume is_ saddle- 
stitched. 

Purchase of either of the books in- 
cludes complete reproduction rights 
without any additional fees. Addi- 
tional details are available. 


For your copy circle No. 1050 on the 
Reader's Service Card inside back cover 


mea Ie 


Leaubfulg Diatigned 


HAND LETTERING 


eo IN MINUTES ./AT PENNIES PER WORD 


@ Hundreds of combinations and 
complete words 
@ Printed clear, sharp, black A 
on clear acetate with adhesive back SE ecceasenaniinenenenel sane 


For FREE somple and brochure; Ask Lettering Corporation 


your art supply dealer or write . . . 


131 West 45th St., Dept. B—New York 36, N.Y. 





WRITE FOR 
PRICE LIST 
QUANTITY 
Quality Prints 
An example of our 

low prices: 
8x10 Prints 


IM $65.00 
500 $37.50 
100 $8.50 


Send for price list today 


MAJOR PHOTO CO. 
1210 N. Clark St., Dept. A, Chicago 10, Ill. 





eee CURLY-TOP DISPLAYS 


new...inexpensive... 
for bottle, can, package, 
window, counter,and 
backbar! Any quantity, 
3 ame or colors. Send your 
display problems for 


. ional 
dimens! ideas and prices. 


& 
Aetive ARTS 230 FAST on10 STREET, CHICAGO 11, 1LL 


GIANT ENLARGEMENTS 


30x40 $3.25 40x60 $6.00 


SPOT-LITE STUDIOS 
455 West 45th Street, New York 36 


Circle 5-9085 _ 


PHOTO-REPORT 
ON PRODUCT APPLICATIONS 
Nationwide organization of 500 capable 
Photo-Reporters provides effective way to ob- 
tain on-lecation photos, reports and releases 
for advertising, editorial and research purposes. 
For more information write or phone 


SICKLES PHOTO-REPORTING SERVICE 
38 Park Place, Newark 2, N. J. 


: Bre ie: 


COMMERCIAL ARTISTS 


CATALOG SPECIALISTS 


-s— 


“2 $U-7-0595 + 325 W. HURON «+ CHICAGO 10 


—Suppliers are invited— 
to keep the editors of Advertising 
Requirements advised at all times of 
new developments, new products, 
new processes, and new ideas of all 
kinds which might be of interest and 
value to our readers. 
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When it comes to the ‘stinkers’, 


let Lahr fix it 


Call Lahr for complete machine shop service. 


W. E. LAHR COMPANY e 10TH & HARMON 


MINNEAPOLIS 


BRidgeport 3141 


NEstor 6381 


Lahr used 18 postcards similar to this sample to remind garages about 
the services it offers. This is the actual size of the mailing pieces. 
The colored border on the mailers was yellowish-green. The high quality 
of the offset printing is evidenced by the fact that the above illustration 
was made as a zinc line cut directly from an actual press run specimen. 


By Dick Hodgson 
AR Managing Editor 


The W. E. Lahr Co. of Minneapolis 
had a specific problem. Its primary 
prospects are about 2,500 garages 
scattered throughout the Dakotas, 
Iowa, Minnesota and Wisconsin—far 
too many and too scattered to be 
adequately covered with personal 
salesmanship. 

The company is what can best be 
described as “a garage man’s garage.” 
It handles the extra tough auto- 
motive repair jobs for other garages 
in addition to offering a complete 
auto parts service. 

After carefully analyzing its sales 
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problem, Lahr decided its salesmen 
could do the best job if they con- 
centrated on the key 100 “bread and 
butter” accounts. But Lahr still 
couldn’t afford to leave its other 
primary prospects uncontacted. 

The company felt that no business 
publication covered its prospect list 
adequately and with less than $2,500 
budgeted to do the necessary ad- 
vertising job, the case looked nearly 
hopeless. 


> With such a negative situation 
facing them, Lahr took the problem 
to Ken Nelson, its “one-man” ad- 
vertising agency. Mr. Nelson special- 
izes in problems of just this kind 


DIRECT ADVERTISING 


Low 
Cost 
Mailings 


Score 


For 


Lahr 


An automotive company has 
a direct mail program which 
sparkles with originality... 
and is a good example of 
how advance planning can 
deliver a complete cam- 
paign at low cost. 


and immediately sized up the situa- 
tion as calling for a “special” direct 
mail campaign. 

The campaign he developed spar- 
kles with originality and is a good ex- 
ample of how advance planning can 
deliver a complete campaign at low 
cost. It consists of 18 postcards with 
clever cartoons. The real key to 
the success of the campaign is its 
complete continuity: 


e Each of the cards is 5x7” with 
a standard yellowish-green 34” 
border. The cards were offset- 
printed on a premium white card 
stock by Lund Press (Minneapolis). 
The color borders were printed for 
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<q Continuity .. . Typical of the 18 mail- 
ing pieces Lahr used are these five examples. 
Each has a cartoon treatment and the same 


color and typography were used throughout 
to maintain continuity. 


the entire run and the illustration 
and copy in black were added on 
three additional runs. All printing 
was nine-up. 


e A standard theme was carried 
throughout: “Let Lahr Fix It.” All 
copy is short and in a light vein, 
tying-in with the cartoons used for 
art. The same typography is used 
for each mailing piece. 


e The cartoons are all done in the 
same style. The entire series was 
produced by Walter Swanson, Min- 
neapolis free-lance artist. The series 
consists of black and white line 
drawings with a tone overlay on 
Bourges paper. The tone, while a 
gray, gives the appearance of a third 
color due to judicious use of white 
space. 

All of the artwork was prepared 
in same size at one time. This, Ken 
Nelson feels, was an important ele- 
ment in the feeling of continuity to 
the campaign. “An artist,” he says, 
“can do a much better job if all art 
is ordered at the same time.” 


> Of the 18 pieces in the campaign, 
four were of a general nature, with 
the other 14 aimed at a particular 
selling time. Typical mailing pieces 
include: 


e An illustration of a skunk with a 
clothespin on its nose, with copy 
reading: “When it comes to the 
‘stinkers,’ let Lahr fix it.” 


e An illustration of a duck in chef's 
clothing sampling a pot of soup. 
Copy: “It’s ‘duck soup.’ When con- 
trols for convertible-tops or push- 
button windows need repair, let Lahr 
fix it.” 


e An illustration of a customer in 
a restaurant with two waiters—a 
suave type in tux and a cigar-chew- 
ing heavyweight in open shirt. Copy: 
“A la carte or blue plate special... 
you can have the kind of machine 
shop service you need when you say 
let Lahr fix it.” 


e A nonchalant cowboy emptying 
his six-shooter into a barrelful of 
fish. Copy: “Just like shooting fish 
in a barrel, you can’t miss when you 
let Lahr fix it.” 

Any one of the cards, by itself, 
would undoubtedly be a “lost cause.” 


But steady emphasis on the same 
theme is doing the job Lahr re- 
quired. 

The mailing was handled by the 
Lahr office staff. The company did a 
major overhaul job on its list before 
launching the present campaign 
another important economy factor. 


> Effective, low-cost direct mail 
campaigns are nothing new to Lahr. 
Two years ago Ken Nelson produced 
a highly successful series built 
around pages from Lahr’s catalog. 

As in the case of the current post- 
card campaign, a great deal of the 
success can be attributed to complete 
advance planning. The basic print- 
ing job—a 58-page loose-leaf catalog 
—was extended to an extra run for 
24 of the pages to be used as direct 
mail pieces. 

The 24 catalog pages were printed 
on white card stock by offset and 
backed up at the same time with a 
standard background color treat- 
ment, using the same second colors 
as used for the catalog pages to avoid 
a “patchwork effect.” Timely sales 
messages were added by letterpress 
just before mailing. 


> In addition to putting emphasis on 
special things in season, the “re- 
printing” of catalog pages continually 
revived interest in the Lahr catalog. 
A typical card mailed early in July 
contained a catalog page describing 
‘“Lahr’s complete parts service.” Like 
the rest of the series, the 81x11” 
card was scored and folded to 
542x842” for mailing. The special 
sales message plugged vacation auto 
check-ups and urged garage cus- 
tomers to tie in with a special feature 
in a July issue of Collier’s. 

Another typical piece was the page 
from the catalog describing Lahr’s 
radiator department. The _ special 
sales message, aimed at pre-winter 
servicing, urged service for auto 
cooling systems and advertising tie 
ins with a special campaign for Peak 
and Nor’way anti-freezes. 

Typical copy: “Remember the 
grief (and ruined engine blocks) 
that motorists had last winter with 
unknown brands of anti-freeze? 
Everyone’s a little wiser this year 
so it’s going to be an easier job to 
sell a quality product. Nor’way and 
Peak are nationally advertised and 
have enjoyed large consumer ac- 
ceptance for many years. To help 
your sales along, they’re taking 100% 
billboard coverage in the Twin Cities 
starting Oct. 1. This will be a power- 
ful sales aid and you'll get a kit 
soon so that you can tie in on the 
campaign. The important thing is 
to feature a timely service check-up, 
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We stock the''dogs” 


(the slow moving parts) 


as well as the 
fast moving numbers 


Ww. E. LAR Co. 


10th and Harmon + Minneapolis 
BR. 3141 + NE. 6381 


Media .. . Treatment in this media ad is 
in the same general mood as the mailing 
pieces. Lahr, however, makes only limited 
use of media advertising 


inspect the car’s cooling system, and 
display Nor’way and Peak so that 
your customer sees the merchandise 
and you get a combination sale. Why 
not ask for the business now 
because now is the time to get hot 
on cooling system profits.” 


> Enclosed with the mailing pieces 
were price lists, printed on heavy 
yellow stock and punched for ready- 
reference hanging. The price lists 
were printed 15-up by letterpress. 
Ken Nelson reports that by ganging 
the jobs Lahr got quality printed 
jobs in a 1,500 run for slightly more 
than similar lists would have cost if 
produced by 

mimeographing. 


more conventional 

All in all, advance planning, con- 
tinuity and a lot of creative thought 
and effort gave Lahr an effective 
direct mail program at low cost 
and produced a success story that 
can well provide some production 
lessons for other advertisers with 
both large and small budgets. 44 


Whimsy Featured in 
Unusual Mail Pieces 


One of the most unique “stock” 
direct mail pieces on the market is 
based upon the American business- 
man’s love of whim. Issued monthly 
by Frederick E. Gymer (Cleveland), 
the “Let’s Have Better Mottoes” 
mailings have become an established 
business institution. 

Originally a personal project, the 
mottoes mailings have developed into 
a regular service for direct mail use. 
Each month a special “newsletter” 
of the Let’s Have Better Mottoes 
Assn. reports on association activi- 
ties, including regular news about 
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the “key member”—Joe, the group’s 
parade horse. 

A typical letter includes such items 
as “No parade will be held this 
month because Joe, our parade horse, 
together with Elmer (a friend who 
hauls a garbage wagon) and George 
Viele are on vacation fishing for carp 
in Tinker’s Creek. Fish are cooked 
by broiling on a plank, then throw- 
ing the carp away and eating the 
plank .. . With the coming of fall, 
association headquarters will bear a 
new look. A half dozen brass spit- 
toons have been purchased through 
a Title 1 loan made by Frank Gibson 
and the tin dipper and water bucket 
have been scrubbed up.” 


> With each newsletter goes a 612x 
334” wall card with whimsical mot- 
toes such as “THINK! Maybe We 
Can Dodge This Work”... “If You 
Can’t Convince ‘em—Confuse ’em” 
‘ “What Can You Expect of a 
Day that Begins With Getting Up 
in the Morning.” 

The mottoes are contributed by 
association members—recipients of 
the direct mail pieces. The member 
who sends in the winning motto be- 
comes president of the association 
tor the month. 

Copyright license to use the mot- 
toes promotion plan is given on a 
non-competing basis by type of busi- 
ness and sales territory. Samples of 
the mailings and additional details 
are available from Mr. Gymer. 


For your copy circle N 1051 on the 


Readers Service Card inside back ver 


Agency Offers Admen 
Firecracker Gimmick 
The Fourth of July holiday fired 


W. H. Watt Advertising Agency 
(Upper Darby, Pa.) to come up with 
a hot gimmick for a direct mail piece. 
They created a mock firecracker for 
a steel manufacturer client to intro- 
duce a new line of hot rolled steel. 
The gimmick was so successful that 
Watt is now offering to supply other 
advertisers with the piece. 

The agency was faced with prob- 
lems last summer of competing with 
vacation plans, hot weather, etc. in 
introducing the new product. The 
mock cannoncracker, which the 
agency designed, was a timely at- 
tention-getter. 

The firecracker was nothing more 
than a 110” x 4!” hollow cardboard 
mailing tube, colored red, with a 
string attached at the top to resem- 
ble a fuse. The sales letter or an- 
nouncement was enclosed inside the 
tube. A label pasted on the side 
read, “It’s hot. Pull string for hot 
news.” When the recipient pulled 


Every Story Has a Moral 
-.. even when it’s about 


GARDEN CITY 
ENVELOPES 


Here is a copy of a letter we didn't 

receive, from a grateful though non- 
existent customer in Warm Mattress, 
Arkansas (located just above Hot 

Springs); 


Sits: 


Since using your envelopes, 
our direct-mailings have 
more punch. A recent mail- 
ing, without envelopes, to 
jlliterates in West Over-—- 
shoes County, drew an abso- 
lute blank. 


Later, we made the same 
mailing, using your envel- 
opes, to a selected list of 
car owners, offering 4 Free 
set of new Whitewalls. We 
were swamped by the re- 
sponse. 


We're strong boosters 
for Garden City 
Envelopes from 
now on. 


THE MORAL? 


(Of course there’s a moral). Simply 
this; direct your mailing to the 
right audience . . . have something 
of interest to tell them .. . and 
always USE GARDEN CITY 
ENVELOPES! Period! 

WANT PROOF? We’ve got it! Want 
ideas? We’ve got ’em! Want service 
that’s slightly terrific? That’s us! 
Give us a ring. Call any of the 
gang—but, do it now! COrnelia 
7-3600. 


SPECIALISTS IN ENVELOPES 
AND OUTSTANDING SERVICE 


MERCHANDISE 

AIR MAIL 
CATALOG STYLE 
POSTAGE SAVER 
PACKING LIST 
OFFICE SYSTEMS 
BANK STYLES 
EVERY OTHER STYLE 


PHONE OR WRITE 


AROEN Ciry Envesore Co. 
3001 North Rockwell Street 
Chicago 18, Illinois 





“Just ask | 
for Marie 


For quick pick-up of your copy, ac- 
curate work, and prompt handling. 
We specialize in the following: 


MIMEOGRAPHING 
* Multigraphing * Planographing 
* Addressograph * Addressing 


The Letter Shop 


431 S$. Dearborn St. Chicago, Ill. 
Phone WAbash 2-8655 


When you 
need 


RECENT 
BIRTH 
LISTS 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for over 55 years 
90 Fifth Ave., New York 11 
OR 5-3523 
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200 East Illinois Street 
Chicago 11, Ill. 


the string, the top popped off with a 
muffled report suggesting a fire- 
cracker “bang.” 


> The tube was mailed in a small 
cloth drawstring bag produced for 
Watt by Bemis Bros. Bag Co. (St. 
Louis). The “It’s hot’ message was 
also printed in red on the mailing 
bag. 

Since the initial mailing, W. H. 
Watt has used the idea to announce 
the opening of a branch office for 
another client. The Toledo Blade also 
has used the piece for a local mail- 
ing. 

Admen can order the firecracker 
piece from W. H. Watt. The price 
is $180 per thousand plus 5¢ each 
for the bags. The mailing piece, how- 
ever, will be sold to only one com- 


pany in any given industry. 44 


Phoenix Bank Issues 
Unusual Newsletter 


Items about buffalo rustling and 
pasturing geese in cottonfields are 
being used to promote a bank—the 
First National Bank of Arizona, 
(Phoenix). The items appear in a 
semi-monthly newsletter issued by 
the bank, “Business Trends in Ari- 
zona,’ which is devoted primarily 
to digesting state-wide business and 
industrial news. 

Interspersed among the news are 
anecdotes like this: “The police de- 
partment in Benson, Ariz., is a little 
happier as a result of a city council 
decision completely described by this 
headline from the Valley Sun: ‘Ben- 
son police will no longer ride herd 
on garbage cans.’ Have they tried 
horses, one wonders?” 

The sprightly written newsletter is 
a single sheet printed on both sides, 
bylined by First National’s vice 
president, George V. Christie. Poli- 
tical news, articles on oil drilling, 
cotton growing, the tourist trade, etc. 
are contained in the newsletter. 


For your copy circle No. 1052 on the 
Reader's Service Card inside back cover 


Company Introduces New 
Office Duplicopy Model 


A new “Duplicopy” liquid process 
duplicator, produced by Duplicopy 
Co. (Chicago), reproduces any hand 
written, type or drawn material in 
one simplified operation at speeds up 
to 150 copies per minute. The ma- 
chine features a “Magic Fluid Flow” 
—a wiper blade that automatically 
evens distribution of fluid over the 
roller, according to Duplicopy. 

With the “Duplicopy” there is no 
need to cut stencils and the master 
form can be prepared as easily as 


typing. Hairline register is possible 
on the new machine and material 
can be reproduced in as many as 
five colors at a time. Master copies 
can be reused. Capacity for the 
machine ranges from postcard size 
up to 84%” x 14”. 

Two models—one with automatic 
feed and one with manual feed— 
are available. Complete information 
and illustrated literature are avail- 
able. 


For your copy circle No. 1053 on 
Reader's Service Card inside back cover 


Drey Reprints Article 
On Direct Mail Field 


Reprints of an article on the na- 
tion’s direct mail business and list 
supply houses, which appeared in 
the New York Times, are being of- 
fered by Walter Drey Inc. (New 
York). The article covers some of 
the basic pointers on direct mail as 
well as listing the amount of money 
spent on mail promotions in 1952, 
the types and sizes of lists and list 
suppliers, and_ several 
about the business. 

The article also discusses in some 
detail types of lists available. 


anecdotes 


For your copy circle No. 1054 on the 
Reader's Service Card inside back cover 


Mystery Letters Used 
To Kick-Off Promotion 


A series of unique, yet inexpensive 
mystery letters containing foreign 
language statements and dollar bills, 
was mailed to the 156 heating con- 
trol salesmen of the Minneapolis- 
Honeywell Regulator Co. (Minnea- 
polis) as a send off on a promotion of 
the firm’s new electronic heating 
control system. 

The letters, which contained no 
mention of Honeywell, aroused im- 
mediate curiosity. Each letter con- 
tained a letterhead and caricatures 
appropriate to a foreign language. 
The essence of the foreign language 
statement, liberally translated, meant 
that money is a good thing to have. 
Each letter was mailed from a city 
in the U. S. whose name had a coun- 
terpart in a foreign country. 

A typical letter, with a saying in 
Spanish, mailed from Toledo was 
printed on a letterhead which read, 
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“Don Quixote-Knight Errant Ex- 
traordinary, to be found at the near- 
est windmill.” The letter had an Eng- 
lish saying, “The best foundation 
in the world is money.” And near the 
bottom was the Spanish saying, “El 
mejor cimiento en el mundo es el 
dinero.” Enclosed was a dollar bill 
and caricatures of a knight on horse- 
back were printed on each letter. 


> A letter in Italian was postmarked 
Rome, N. Y. and a letter in French 
was mailed from Paris, Ky. When 
explained at a regional sales meeting, 
after weeks of conjecture and curi- 
osity on the part of the salesmen as 
to the meaning of the letters, Honey- 
well’s new promotion got an added 
shot in the arm and was off to a fast 
start. 

Not only did the lett2rs arouse the 
expected curiosity, but also some un- 
expected suspicion. One salesman 
turned his letter over to the Better 
Business Bureau. Another, wary of 
the pink paper of the French letter, 
reported it to the local FBI. The 
wife of another salesman thought the 
dollar bill was a phony and tossed it 
into the fire. 

In cases where salesmen are be- 
coming blasé to new promotions, 
other firms may employ Honeywell’s 
ingenious idea of mystery letters to 
overcome a natural apathy which 
may exist. 44 


Personalized Address 
Booklet Aids Seagram's 


An advertising and sales promo- 
tional campaign is made up of a lot 
of things—some little, some big. And 
occasionally the “little” things as- 
sume major importance. The suc- 
cessful campaign Seagram-Distillers 
Corp. (New York) has been con- 
ducting for Seagram’s Ancient Bot- 
tle gin for the past two years solidly 
illustrates this fact. 

The Seagram Seabreeze—made 
with Seagram’s Ancient Bottle gin 
and tonic water—was brought to the 
consumer's attention through a na- 
tion-wide, colorful, big space adver- 
tising campaign which utilized fore- 
most consumer and trade magazines 
and hundreds of the country’s news- 
papers in the largest campaign ever 
devoted to the promotion of a sum- 
mer drink. 

Hard-hitting, extensive sales pro- 
motion built around window dis- 
plays, shelf and back-bar eye-stop- 
pers rounded out the campaign. 


>» One of the “little” items which de- 
veloped into an important part of 
the sales promotion program was 
a small address book headlined, “A 
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Gift for You.” A transparent paper 


covering bore simple instructions for 
transferring the recipient’s signature 
through a rectangular gold strip onto 
the cover of the book. 

According to Saul C. Rockoff, Sea- 
gram’s national sales promotion 
manager, the booklet was instru- 
mental in helping to impress the 
name Seagram Seabreeze on the na- 
tions’ vendors. This promotion piece 
was just one feature of a_ broad, 
comprehensive campaign to promote 
the sale of Seagram’s Ancient Bottle 
gin. 

The inside front cover read, 
“America’s new drink delight—the 
Seagram Seabreeze—the perfect gin 
and tonic made only with Seagram’s 
Ancient Bottle Gin. Easy to make. 1 
jigger of Seagram’s Golden Gin— 
America’s finest Quality Gin. Add 2 
or 3 ice cubes and a slice of lime or 
lemon if desired. Then fill glass with 
tonic water. It’s cool ... tangy .. . 
delicious.” The booklet included a 
1953 calendar and pages for ad- 


dresses. 


> In presenting the address book the 
procedure was for the bartender to 
sign his name in gold. In addition 
extra copies of the book were left 
with the bartender for 
distribution. 

Mr. Rockoff said, “The booklet is a 
specialty item designed to do a spe- 
cific selling job as one feature of an 
over-all campaign. In two short 
summer seasons the Seagram Sea- 
breeze campaign has aided the na- 
tions’ retailers in establishing new 
sales records for Seagram’s Ancient 
Bottle gin and has_ perceptibly 
brightened the retailers over-all 
sales picture.” 

The Bunker Hill Advertising Co. 
(Boston) produced the booklet for 
Seagram’s. 44 


consumer 


Guide Outlines Tips 
On Making Masters 
The Old Town Corp. (Brooklyn), 


manufacturer of duplicating ma- 
chines, carbon paper, and inked rib- 
bons, has produced an illustrated 
guide entitled ““How To Make Per- 
fect Masters For Spirit Duplicating.” 

Designed to keep Old Town and its 
products in front of the user’s eye, 
the guide sheet explains what a 
master is and what a good master 
should look like. It emphasizes the 
importance of the typewriter in cut- 
ting masters and lists the best meth- 
ods for typing and correcting them. 


For your copy circle No. 1055 on the 
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CIRCULARS 


Black and White or Colors 


SAVE TIME * MONEY 


Long Run Dealer Helps 
On Newsprint Are Our 
Write for Samples! 


MAT SERVICE 


DIRECT PRESSURE 
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LARGE QUANTITIES — FAST SERVICE! 
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in Color 
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CAN YOU ANSWER? 


@ What is the relative effective- 
ness of Ist class postage 
compared with 3rd class? 


@ What is the size limit of a 
catalog envelope necessary 
to enjoy minimum 3rd class 
postage ? 


@ What mailing combination of 
enclosures can be expected 
to bring best returns? 


Call Gaw-O'Hara for answers to your en- 
velope problems—no obligation . . . phone 
NE vada 8-1200 
500 N. Sacramento Bivd., Chicago 12, Ill. 


LAW-U HARA 


MAKES ENVELOPES 
FOR EVERY NEED 


PRICE DELIVERY 
QUALITY 
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These are the papers that will keep your 


as 2K HAMILTON BUSINESS PAPERS 
HAMILTON BOND 
HAMILTON BOND SCRIPT 


HAMILTON LEDGER 
HAMILTON MIMEO 


HAMILTON DUPLICATOR 

OLD TREATY BOND (rag content) 
MONTGOMERY BOND 
MONTGOMERY LEDGER 


MONTGOMERY MIMEO 


al, 
7\~ 
PER * HAMILTON TEXT & COVER PAPERS 
HAMILTON ANDORRA 


HAMILTON VICTORIAN 
HAMILTON LOUVAIN 


HAMILTON FINE LINE 
HAMILTON SHEFFIELD 
HAMILTON GAINSBOROUGH 


HAMILTON WEYCROFT 
HAMILTON KILMORY 


sl, 

7\~ ™ 
HAMILTON OFFSET 
HAMILTON OPAQUE 
HAMILTON VELLUM 


Now Available! 


The new Hamilton Bond 
Letterhead Style Book. 


Write us for a copy 


W. C. HAMILTON & SONS 
MIQUON, PA. 
Offices in New York, Chicago, Los Angeles 
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By Charles V. Morris 
Author of “Solving Everyday 
Paper Problems” 


Every paper surface is functional 
and should be selected to serve the 
best possible purpose. For instance: 

Seasoned buyers of papers for 
letterheads know better than to send 
highly cockled rag bond paper to a 
lithographer. The lithographer, for 
technical reasons, perfers flat-fin- 
ished bond papers. 

Seasoned printers of halftone il- 
lustrations on English finish papers 
wouldn’t think of using screens finer 
than 120 or 100 line. The surface 
of the paper won’t permit good re- 
productions of finer screen plates. 
When groundwood English finish 
papers are used, 85 screen halftones 
are recommended. 


> Seasoned buyers of printing know 
that antique cover papers like Daily 
Sales, Colophon and Sulgrave, to 
name a few, are smooth and velvety 
to the touch and perfect backgrounds 
for fine typography and fine-line en- 
gravings. 

They also know that rough antique 
cover papers like Riegel’s Jersey, 
Strathmore and Buckeye are espe- 
ially suitable when type and line 
plates are bold and postery. 

Seasoned buyers of lithography 
know better than to try to litho- 
graph on English finish book paper 
unless it has been especially hard- 
sized. 


>When users of fine text papers 
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PAPER BUYERS 


This article outlines important printing 


characteristics of major types of paper 


think in terms of laid and/or wove 
finishes, they almost automatically 
select from papers like Ticonderoga 
Text, Kilmory, Strathmore Text, 
Beckett Text. 

When an especially rough-text- 
ured, felt-finished surface is needed 
in a cover or text paper, seasoned 
buyers look to their files of Ham- 
ilton’s Andorra, Strathmore’s Beau 
Brilliant and similar papers. 

These illustrations serve to empha- 
size the importance of finish-by- 
finish identification of all papers in 
everyday use. 


A complete checklist follows: 


Rag Bond 


e Full Cockle for printing line 
engravings and type, thermography, 
steel-die engravings and intaglio. 

e Medium Cockle for printing 
line engravings and type, thermog- 
raphy, steel-die engravings and in- 
taglio. 

eFlat . .. for lithographing, for 
printing line engravings and type, 
thermography, steel-die engravings 
and intaglio. 


Sulphite Bond 


@¢ Smooth Wove .. . for printing line 
engravings and type, lithographing, 
thermography, steel-die engravings 
and intaglio. 


Bristol 


e Antique Vellum for printing 
line engravings and type, lithograph- 
ing, thermography, steel-die engrav- 
ings and intaglio. 


e Plate ... for printing up to 120- 
screen halftones, line engravings and 
type, for lithographing, thermogra- 
phy, steel-die engravings and type. 
e Coated ... for printing up to 133- 
screen halftones, line engravings and 
type. 

® Coated Offset . . . for lithograph- 
ing, for gloss ink letterpress printing, 
overprint, and spirit varnishing. 


Offset 


e Regular Wove and Vellum* 

for lithographing, for printing line 
engravings and type, and gravure. 
(*Some printers indicate they use 
smooth finish offset papers like Max- 
well Offset for printing 120-screen 
letterpress halftones.) 

e Pigmented for lithographing, 
for printing 120-screen halftones, 
line engravings and type. 

e Super for lithographing, for 
printing up to 120-screen halftones, 
line engravings and type. 

e Coated .. . for lithographing, for 
gloss ink letterpress printing, over- 
print and spirit varnishing. 

e Machine Finish .. . for lithograph- 
ing, for printing up to 100-screen 
halftones, line engravings and type. 
e Embossed Patterns . . . for litho- 
graphing, for printing line engrav- 
ings and type. 

e Litho Coated .. . for lithographing, 
for printing up to 133-screen half- 
tones, line engravings and _ type. 
(Varnish quality litho grades are 
recommended for gloss ink letter- 
press printing, overprint, and spirit 
varnishing. ) 


e Litho m.f. (hard-sized m.f.) 





LEADING MERCHANTS SELL 


VELVA-GLO* 


CANADA 
Vancouver Coast Paper Company 

J. G. Fraser, Ltd. 

George C. Henderson Company 

Clark Bros. & Co., Ltd. 

Kruger Paper Company, Ltd. 

Kruger Paper Company, Ltd. 


Winnipeg 
Montreal 
Quebec 
HAWAII 
Honolulu 


WASHINGTON 


Bader's Display House 
Zellerbach Paper Company 
Carpenter Paper Company 
Dixon & Company 
Zellerbach Paper Company 
Carpenter Paper Company 
SOUTH DAKOTA John Leslie Paper Company 
RHODE ISLAND 
Providence Henry Lindenmeyr & Sons 
Storrs & Bement Company 
PENNSYLVANIA 
Philadelphia W. B. Killhour & Sons 
Joseph E. Podgor Company 
Cappy & Company 
Zellerbach Paper Company 


Carpenter Paper Company 


Pittsburgh 
OREGON 
OKLAHOMA 
OHIO 

Cincinnati Whitaker Paper Compony 
Jay Products Company 
Cincinnati Cordage & Paper Co. 
Bert L. Daily, Inc. 

Alling and Cory Company 
John Leslie Paper Company 


Dayton 
Cleveland 
NORTH DAKOTA 
NORTH CAROLINA 
Charlotte 
Raleigh 
NEW YORK 
New York City Eagle Supply Company 
Henry Lindenmeyr & Sons 
Carpenter Paper Company 


Charlotte Paper Company 
Raleigh Paper Company 


NEW MEXICO 
NEW JERSEY 
Newark J. B. Card and Paper Company 
Charles Jessup Company 
Henry Lindenmeyr & Sons 
Carpenter Paper Company 
Zellerbach Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
John Leslie Paper Company 


NEVADA 


NEBRASKA 
MONTANA 


MISSOURI 
Konsas City Bermingham & Prosser Company 

Carpenter Paper Company 

Bermingham & Prosser Company 

Tobey Fine Papers, Inc. 

Carpenter Paper Company 

John Leslie Paper Company 


St. Louis 
MINNESOTA 


MICHIGAN 


Detroit Butler Paper Company 


LaSalle Sign & Artist Supply Co. 


Lewis Artist Supply 

Flint Flint Paint & Varnish Company 

Grand Rapids Quimby-Walstrom Paper Co 
MASSACHUSETTS 

Boston Henry Lindenmeyr & Sons 
Storrs & Bement Company 
Paper House of New England 
Storrs & Bement Company 
IOWA Carpenter Paper Company 
INDIANA 


Indianapolis 


Springfield 
Worcester 


Century Paper Company 


C. P. Lesh Paper Company 
ILLINOIS 
Chicago Chicago Paper Company 
Swigart Paper Company 
Carpenter Paper Company 
Zellerbach Paper Company 


IDAHO 


GEORGIA 
Macon Macon Paper Company 
Savannah Atlantic Paper Company 
FLORIDA 
Jacksonville Jacksonville Paper Company 
Miami Everglade Paper Company 
Orlando Central Paper Company 
Tallahassee Capital Paper Company 
Tampa Tampa Paper Company 
WASHINGTON, D.C. R. P. Andrews Paper Company 
CONNECTICUT 
Hartford Henry Lindenmeyr & Sons 
Rourke-Eno Paper Company 
Storrs & Bement Company 
Henry Lindenmeyr & Sons 
Rourke-Eno Paper Company 
Storrs & Bement Company 
Carpenter Paper Company 
Carpenter Paper Company 
Zellerbach Paper Company 
Carpenter Paper Company 
Zellerbach Paper Company 


New Haven 


COLORADO 


Mobile Partin Paper Company 


RADIANT COLOR CO. 


Dept. R10 830 Isabella St. © Oakland 7, Calif. 


Manufacturers of VELVA-GLO Fluorescent Pa- 
pers * Cardboards «+ Signcloth + Brushing 
and Spraying Colors * Silk Screen Colors 


* Trademark reg. 


for lithographing, for printing line 
engravings and type. 

e Litho Super (hard-sized) .. . for 
lithographing, for printing line en- 
gravings and type. 


Cover 


e Antique . for printing line en- 
gravings and type, for lithographing, 
for die-stamping and embossing. 

e Plate ... for printing up to 120- 
screen halftones, line engravings and 
type, for lithographing, for die- 
stamping and embossing. 

e Embossed Patterns* . . . for print- 
ing line engravings and type, for 
lithographing, for die-stamping and 
embossing. (*Such as ripple, linen, 
leather, handmade, woodgrain, etc.) 
e Simulated Leather* .. . for print- 
ing line engravings and type, for die- 
stamping and embossing. (*Like 
Marco, Marvelhide and Marvellea- 
ther.) 

@ Coated ... for printing up to 133- 
screen halftones, line engravings and 
type, for embossing. (Some grades 
are recommended for gloss inks and 
spirit varnishing.) 

® Coated Offset .. . for lithograph- 
ing, for gloss ink letterpress print- 
ing, overprint and spirit varnishing; 
for embossing. 


Text 


e Antique Wove and Laid .. . for 
printing line engravings and type, 
for lithographing, for virkotyping, for 
steel-die engraving and gravure. 

e Plate Wove* ... for printing up to 
120-screen halftones, line engravings 
and type, for lithographing, for vir- 
kotyping, for steel-die engravings 
and gravure. (*Papers like Pastelle, 
Chroma, Tweedweave, Weycroft.) 


Book 


@ Double-Coated for printing 
halftones up to 150-screen, for line 
engravings and type. Some grades 
for gloss ink letterpress printing, 
overprint and spirit varnishing. 

e Single-Coated . . . for printing 
halftones up to 133-screen, for line 
engravings and type. Some grades 
for gloss ink letterpress printing or 
varnishing.* . (* Production Gloss, for 
instance.) 

e Machine Coated .. . for printing 
halftones up to 120-screen, for line 
engravings and type. Some grades 
for gloss ink letterpress printing or 
varnishing. 

© Super for printing halftones 
up to 120-screen, for line engravings 
and type. 

e English finish . . . for printing half- 
tones up to 110-screen, for line en- 
gravings and type. 

e Antique Wove (eggshell) ... for 
printing line engravings and type. 


e Antique Laid . . . for printing line 
engravings and type. 


Blank 


e Single-Coated .. . for printing up 
to 120-screen halftones, line engrav- 
ings and type, for silk screen. 

e Double Coated .. . for printing up 
to 133-screen halftones, line engrav- 
ings and type, for gloss ink letter- 
press printing, overprint and spirit 
varnishing, for silk screen. 

e Offset Coated . . . for lithograph- 
ing, for gloss ink letterpress print- 
ing, overprint and spirit varnishing. 
e Uncoated for printing up to 
100-screen halftones, line engravings 
and type. 


Box Board 


e Patent Coated Newsback .. . for 
printing up to 100-screen halftones, 
line engravings and type. (Also avail- 
able for lithography.) 

eClay Coated Folding Boxboard, 
Newsback ... for printing up to 120- 
screen halftones, line engravings and 
type. (Also available for lithogra- 
phy.) 

eClay Coated Folding Boxboard, 
Manila Back . . . for printing up to 
120-screen halftones, line engrav- 
ings and type. (Also available for 
lithography.) 44 


Boards Vote Merger 


Of Paper Companies 


The boards of directors of West 
Virginia Pulp & Paper Co. (New 
York) and Hinde & Dauch Paper Co. 
(Sandusky, O.) have voted to com- 
bine the two companies. Hinde & 
Dauch will be operated as a subsidi- 
ary of West Virginia Pulp & Paper, 
with the plant operations, personnel 
and customer relationships of the 
two companies continuing as before. 
The action is subject to stockholder 
acceptance. 44 


Hudson Folder Shows 
Gummed Tape Samples 


Advertising via gummed sealing 
tape is the theme of a colorful 
swatch folder just issued by Hud- 
son Pulp & Paper Corp. (New York). 
The folder contains samples of nine 
colors of Hudson’s Blue Ribbon su- 
perstandard gummed tape and four 
additional samples of different styles 
of printed sealing tapes. 

The color swatches include yellow, 
blue, green, red, gray, orange, black, 
white and manila, while the printed 
tape shows applications by A&P 
food stores, General Electric, Regal 
shoes and Radio Corp. of America. 

The folder explains that, with 
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Double Duty ... An old trick often can 
be twisted to achieve a fresh and dramatic 
effect. To promote the dual printing quality 
of its enameled blotting stock, Wrenn Paper 
Co. (Middletown, O.) reproduced the same 
photograph of model Jane Cartwright twice 
to create the effect of a giant playing card. 
One photo was reproduced letterpress, the 
other by offset. Corners of the piece were 
rounded by die-cutting to heighten the play- 
ing card illusion. Answer to the puzzle 
the photo on top was printed letterpress, 
lower one, offset—was printed on the 
reverse side of the card. 


printed gummed tape, “your carton 
becomes a traveling salesman for 
your company, helps advertise your 
name wherever it goes .. . and your 
packages may be seen by hundreds 
of potential customers.” Additional 
advantages of printed tape are also 
listed. 


For your copy circle No. 1030 on the 
Reader's Service Card inside back cover 


Advertising Executive 
Analyzes U. S. Economy 


An analysis and interpretation of 
factors at work in U.S. economy to- 
day, written by Arno H. Johnson, 
vice president and director of re- 
search for J. Walter Thompson Co., 
has been compiled into a booklet by 
Reinhold Publishing Corp. (New 
York). Mr. Johnson first presented 
the material in a speech delivered at 
a Reinhold sales convention. 

In the booklet, “Hidden Expansion 
Pressures in Our Economy,” Mr. 
Johnson states that current fears of 
a recession are “absurd” and empha- 
sizes that a dip in defense spending 
can be readily offset by aggressive 
advertising and selling. Mr. John- 
son’ views are reinforced by a num- 
ber of charts, graphs and income- 
population statistics. 

The booklet is being offered to in- 
terested admen. Requests should be 
addressed to Reinhold Publishing 
Corp., 330 W. 42nd St., New York 18. 
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PLANNING A 
SALES CATALOG? 


The creating of an effective sales catalog represents a major challenge 
to your selling and advertising personnel. 


You will realize the maximum results from your investment of time, 
talent and money if you use this new S. D. Warren textbook in coopera- 
tion with your printer. The book is available to catalog planners without 
cost or obligation. Since the edition is limited, we must ask that you send 
your request on your company letterhead. 


NOTHING APPROACHES ‘‘THE SALES CATALOG"’ FOR COMPREHENSIVENESS 


To our knowledge, this Warren textbook is the only one in existence 
that treats the whole subject of catalog planning, creation and distribu- 


tion thoroughly and practically. Step-by-step directions and suggestions, 
plus 62 instructive exhibits taken from the current field of successful 
catalogs, make this textbook a valuable guide for present and future use. 

To comprehend the breadth and depth of the subject-matter in “The 
Sales Catalog,” study this condensed outline of its contents: 


CHECK LIST AND INDEX 
FOR CATALOG PLANNING 


1. Understand the Complete 


Function of your Sales Catalog 


2. Plan to Present Complete In- 


formation 

— on one page; on double-page 
unit; on sequence of pages. 
Sectionalizing the catalog. 


Plan for Convenient and Easy 
Reference 


— Adequate indexing. 


Assemble All the Facts Re- 
garding Your Products and 
Services 

Plan for Proper Usage 

— Format, layout, color, bind- 
ing. 

Be Sure Your Catalog Reaches 
the Right People, in Good 
Condition 

— Distribution. 


Are You Getting the Most 
Usage from Your Sales Cata- 
log? 

— Related needs. 


Your catalog as a sales promo- 
tional unit. 


Select a Reliable Printer and 
Use Fine Grades of Paper 


MANAGING A BUS 
CO Oh me aL 
ett okt) ee 


Pe PANETT a cohol: ondalaad 


BETTER PAPER... BETTER PRINTING 


i 


é (STANDARD ) 


Lrinting Papers 


for Letterpress Printing, Lithography, Book 


Publishing, Magazine Publishing, Converting. 


S. D. Warren Company, 89 Broad Street, Boston 1, Massachusetts 





A TECHNIQUE FOR 
PRODUCING IDEAS 


Where do the moneymaking ideas 
come from—those ideas which make 
successful novels, radio programs, 
moving pictures, sales campaigns 
and businesses? 

James Webb Young, one of the 
highest paid idea men in the ad- 
vertising business, set out to answer 
this question for his students at the 
University of Chicago. The result 
is a little book which you can read 
in an hour but will remember the 
rest of your life. 

In the simplest and clearest of 
language Mr. Young has succeeded 
in describing the way the mind 
works in all creative people. He 
gives you the formula which they 
consciously or unconsciously follow 
in producing ideas. He shows you 
how to train your mind so that idea 
production is, as he says, “as definite 
as the process by which motor cars 
are produced.” 

Enthusiastically endorsed by sales 
managers, editors, advertising men, 
salesmen, business executives, col- 
lege professors and students who 
have read it. Send for your copy of 
A TECHNIQUE FOR PRODUCING 
IDEAS now. Only $1.25 postpaid. 


10% discount in quantities of 10 or 
more. 
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200 E. Illinois St., 

Chicago 11, Il. 

Gentlemen: 

Please send me on 10-day money- 


back guarantee copies of “A 
Technique for Producing Ideas.” 


Enclosed is $ 


Stevens-Nelson Issues Handsome Collection 
Of Fine Imported Printing and Art Papers 


What may easily be the most 
notable graphic arts achievement of 
the year has just been completed by 
Stevens-Nelson Paper Corp. (New 
York). Three years of work, the 
collaboration of more than 200 or- 
ganizations and individuals in 10 
countries, the use of nearly every 
printing process in use today and a 
collection of some of the finest and 
most unusual printing papers avail- 
able in the world have been com- 
bined in the production of “Speci- 
mens.” 

Basically, “Specimens” is a cata- 
log of fine printing and art papers. 
It contains 107 different sheets, plus 
interleavings and fly-leaves, bound 
together as pages of a book. The 
volume is bound in the finest 
Nigerian goatskin, with marble or 
handblocked paper sides. 

Distribution will be made _ to 
organizations which use fine printing 
papers, including agencies and major 
advertisers. Only 5,000 copies of the 
volume are available, so distribution 
will be limited. 


> While designed primarily to ex- 
hibit some of the thousands of fine 
imported paper stocks available from 
Stevens-Nelson, the volume will 
serve as a “workbook” of printing. 
Its pages offer hundreds of ideas 
for admen who must prepare pre- 


mium quality work. 

“Specimens” contains samples of 
letterpress, offset, gravure, photo- 
stone-lithography, collotype, silk 
screen, engraving, embossing, and 
both blind and foil stamping. Most 
of the work was printed in Europe 
because of the dollar shortage situa- 
tion, although the work of 32 Ameri- 
can printers is represented. The 
American printers produced the 
printing on various Japanese papers 
and five of the European papers 
shown in the volume. 

While the conception and produc- 
tion details were handled by Stevens- 
Nelson, most of the financial burden 
was carried by the various foreign 
mills whose papers are represented 
and are stocked by the New York 
paper house. The actual value of 
“Specimens” is hard to determine, 
although the company has had offers 
to put the book on sale for as much 
as $100 per copy. 


> Not only does the volume proba- 
bly represent the largest single col- 
lection of fine printing and paper- 
making, but it contains one of the 
finest collections of art and design 
for graphic arts reproduction. The 
samples range from simple letter- 
heads to an offset reproduction of a 
15th century Royal Charter printed 
in seven colors and gold. 
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The collection also includes such 
items as reproductions of paintings, 
drawings, pages from books, color 
photographs, Christmas cards, draw- 
ings, menus, annual reports, covers, 
etc. One of the most unusual speci- 
mens is an amazing full-color gravure 
reproduction of a photograph printed 
in only three colors by Draeger 
Freres of France. 

The papers shown in “Specimens” 
are primarily hand and mould made 
papers, produced by methods that 
are impractical for American mills 
faced by high labor costs. Accord- 
ing to George A. Nelson, Jr., Ameri- 
can mills feel that the exhibition of 
papers they themselves can’t pro- 
duce actually benefits them. The 
principal effect, Mr. Nelson points 
out, will be to encourage greater use 
of fine printing papers—both do- 
mestic and foreign. 


> The material 
“Specimens” 


represented in 
stems from many 
sources. While some of it is original 
material produced especially for 
the volume, there are also extra 
sheets from commercial jobs which 
were over-run for the book; reprints 
of various material, some on the 
same stock and others on papers 
different from those used for the 
original run; blowups and reduc- 
tions, etc. 

Mr. Nelson feels that the book 
will have one major effect—dem- 
onstrating the importance of the 
finest design, printing and paper to 
secure truly high quality. 

While distribution of “Specimens,” 
itself, will be limited, Stevens-Nelson 
has sample swatches of a wide vari- 
ety of foreign printing papers im- 
mediately available. 


> One of the most versatile papers 
used in “Specimens” is Basingwerk 
Parchment manufactured by Abbey 
Paper Mills in England. An esparto 
paper, it has a high degree of bril- 
liance but no glare or harshness. It 
has long been a popular stock in 
England, being used, for example, as 
regular body stock in such publica- 
tions as Signature and Image. It has 
also been used to a limited extent in 
America in such publications as Pel- 
legrini & Cudahy’s “Life of Christ,” 
a collection of wood engravings by 
Bruno Bramanti. 

The paper is available in 26x40” 
sheets from New York and in a vari- 
ety of mill sizes from England. Sam- 
ples in a variety of weights and 
colors are shown in a specimen folder 
available from Stevens-Nelson. 
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Check the material 
you want, sign your name, 


It depends on the importance of the sales 


letter. Perhaps a 25°C rag content bond 
would give a sales letter for a particularly 
inexpensive item more than sufficient 
prestige. 

On the other hand. sales letters with a 
big selling job might require at least a 
50% rag content bond made by Neenah 
to give it the necessary prestige. 

So when you have your sales letter- 
heads printed, remember, while it’s never 
wise to “pay too much for your whistle,” 
its equally unwise to “send a boy to do 
a man’s job.” 

To help suide you to the correct choice 
of quality paper for sales letters, Neenah 
offers you, without charge. The Psyehol- 
ogy of Business Impression, which has 
been read and enthusiastically endorsed 
by thousands of prominent businessmen, 


and attach to your business letterhead. 


NEENAH PAPER COMPANY 


Neenah, Wisconsin 


The Psychology of Business Impression, 
Letterhead Test Kit and Opinion Cards. 


] 
| 


3 Keys to Selection and Use of Neenah 
Thin Papers, a portfolio of samples with 
ideas for effective use of thin papers. 
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Matching envelopes in all grades of Neenah rag content bonds. 
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The making of 
fine color engravings 
daily reminds us of the 
saying of Michelangelo: 
‘Trifles make perfection... 
and perfection 
is no trifle.”’ 


' L. 
git 


\ 


G P ° 
anvis ‘“ . criceS 
pve® 


Advertising Requirements 





Business Wee 


One of the most helpful production 
manuals developed by a publication 
for its advertisers has just been dis- 
tributed by Business Week. Entitled 
“A Brief Guide to Advertising Re- 
production in Business Week,” the 
20-page 12x9” booklet covers the 
reproduction of ads from the time 
engravings are received until the 
magazine goes into the mails. 

A page one heading sets the pace 
for the manual: “The quality of ad- 
vertising reproduction results from 
the care taken by the advertiser, the 
advertising agency, the engraver, the 
publisher, the foundry and the 
printer.” While the information in 
the booklet pertains primarily to 
Business Week, most of it applies to 
advertising reproduction in general. 

The manual points out that Busi- 


Avoid Dark Backgrounds for Type... This typical panel from 
Business Week's booklet shows the importance of the proper back- 
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PHOTOENGRAVING & PLATEMAKING 


A Brief Guide 
to Advertising 
Reproduction 
in 
Business Week 


ness Week is printed on two-color, 
web-fed rotary presses designed for 
long runs at speeds of up to 18,000 
impressions an hour. It goes on to 
stress that “in order to secure the 
best possible reproduction on these 
complex presses, the utmost care 
must be taken in the preparation of 
artwork, engravings, electrotypes, 
and press makeready. In addition, 
there are many minor check-points 
along the way that must be carefully 
watched.” 


>The contents of the manual illus- 
trate this principle. Large illustra- 
tions show the step-by-step proce- 
dure of producing the magazine. The 
whole process is summarized in the 
opening spread: 

Let us assume that you have sent 


Business i eel; produce ed (i 
helpful manual which give: 
some interesting informa 
tion on magazine produc 
tion...and some valuable 


tips on preparing advertis- 


ing plates 


k Gives 


Hints on Production 


a set of original engravings, together 
with the necessary proofs, to Busi- 
ness Week for your advertisement 
scheduled for an early issue. 

Immediately upon receipt, identi- 
fication proofs are pulled in Business 
Week’s production department and 
checked against your proof and in- 
sertion instructions. If everything is 
in proper order, your original en- 
gravings and one set of proofs are 
shipped to Business Week’s printer. 

Upon arrival at the printer’s, addi- 
tional proofs are pulled and sent to 
Business Week’s advertising make- 
up department for verification. All 
but two sets of these proofs are then 
mailed to either the agency or ad- 
vertiser. 

One set of printer’s proofs is used 
for page dummy instructions to the 


Surprinted on 25% color screen 


ground for surprinted type. The booklet explains that admen should 
use a screen of not more than 30% density for such backgrounds 
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RAGGED ETCHING. See that half-tor 
dots are clean and sharp in your engravine 


Ragged etching traps ink and the dots w 
print unevenly. 


SHORT VIGNETTES. Moke sure that vianettes are etched trimmed to provide finished copies of 


{ } : T 
| depth to the edge of the plate and extend at least '/2 inch Business Week. 
| edge 


>The manual then goes on to give 
details in picture story format of 
each of the steps. Also included in 
the booklet is a helpful section on 
preparation of artwork and engrav- 
ings. Several of the illustrations from 
this section are reprinted as part of 
this article. 

Another section of the manual 
gives a set of basic do’s and don’ts 
for the preparation of advertisements 
for the magazine: 


Don’ts 


e Don’t block your engravings be- 
fore sending them to Business Week. 
Blocks are removed before entering 
the foundry, sometimes resulting in 
a scratched or otherwise damaged 
engraving. 


e Don’t remove dead metal or bear- 
ers from your engravings. They are 
Continued on Page 66 


printer. Your second engraver’s proof 
is pasted on the page dummy. 

Upon receipt of the page dummy, 
the printer then sends your engrav- 
ings to the foundry. Here is where 
a series of steps begins in the intri- 
cate process of preparing press plates 
from your engraving. 

First a mold is made by pressing 
a sheet of Vinylite over the engrav- 
ing. Then a nickel-faced electrotype 
is made from the Vinylite mold. The 
electrotype is then curved to fit the 
perimeter of the press plate cylinder 
on the press. From the foundry, the 
curved electrotype is sent to the 
press-room to be placed in its proper 
position on the press. 

Printed signatures then proceed to 
the bindery where they are mechan- 
ically assembled, stapled, and 


SCREEN DENSITY AND TRAPPING. The affinity of one ink for another 
when printed together wet on web presses can cause muddiness if over- 
lapping colors have a density exceeding 110%. 
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NDERCUT HALF-TONE DOTS. These can SHOULDERS. The molding and curving processes emphasize any shoulders that may 
riously hamper release of the mold when 


be present in the materials furnished. Shoulders can act as a ledge upon which ink 
aking nickel plated electrotypes for press. accumulates on the press and starts to print. 


SHALLOW ETCHING. This is one of the 
most serious problems with engravings 
Deeply etched originals with tone contrasts 
exaggerated are required. There is loss of 
depth in the molding operation. Curving of 
the press plate results in some loss of depth 
bringing up the valleys between the dots 
Shallow plates can make it impossible for 
the printer to avoid muddy appearances. 


AVOID THIN LINES OR SMALL LETTERING fo: 
reproduction in more than one color. Hairline register 
s difficult to maintain on hic 
from curved plates 


yh-speed presses printing 


AVOID REVERSE LETTERING WITH 
FINE SERIFS. These quickly fill up on AVOID LARGE SOLID AREAS. These sho 
the press So 


more than 85°, or true contact may t b 
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essential in order to achieve a true 
arc in curving press plates. They 
minimize hard edges and aid in 
maintaining register. 


e Don’t send zinc halftones. They 
will not achieve the highest quality 
reproduction of your advertisement. 


e Don’t overink your proofs to ob- 
tain richness or underink to reduce 
tone values. Neither can be matched 
on the press. 


e Don’t use patched engravings. 
When engravings are soldered or 
assembled in several small units, 
they frequently become damaged in 


transit. Soldering individual pieces 
together as one plate can also result 
in improper register. 


e Don’t burnish your engravings. 
Attempts to correct imperfections in 
your engravings by excessive burn- 
ishing are often unsatisfactory. 


Do’s 
e Send original unblocked copper 
engravings not electrotypes. 
Electrotypes are another two steps 
removed from the original art—mak- 
ing eight distinct physical changes 
in your advertisement before it 
reaches the printed page. Copper 


— 
‘ 


MR. ADVERTISING MANAGER... 
MR. PRODUCTION MANAGER 


PCy wm l e 
pay fo save! 


@ With the high cost of ad preparation today, 
it’s natural to cut corners wherever you can. But 
there’s one step where it doesn’t pay to save pennies 
...and that is in the selection of mats. 


Why—when it costs hundreds of dollars in artwork, 
type and engravings for a newspaper ad—take a 
“chance” on the final appearance by using mediocre 
mats because they cost less? 

Ordinary mats mean average, or possibly even in- 
ferior reproduction. And an ad which lacks sparkle and 
life may lose some of its sales-ability. Yet, for only a 
few cents more BURGESS SUPREME TONE-TEX MATS as- 
sure you black and white newspaper reproduction that 
stands out sharp and clean in every detail. 

With the BURGESS SUPREME TONE-TEX MATS the 
stereotype has reached a new high in quality. Its 
smoother face, greater plasticity and more uniform 
shrinkage paves the way for finer reproduction... 
reproduction that will rival the original. 


In many leading commercial shops the BURGESS 
SUPREME TONE-TEX MAT is regarded by stereotypers as 
the finest mat available for advertising purposes. If 
you are interested in good reproduction of printed 
subjects it will pay you to use 
BURGESS SUPREME TONE-TEX MATS. 


} A Laboratory ) 


Pinas 


BURGESS CELLULOSE COMPANY {Cf} 


Manvfacturers and Distributors 
of Supreme Tone-Tex Mats 


Freeport, Illinois 


, el deke 4 


MATS} 


should be .063” thick, smooth, pol- 
ished and uniform in thickness. 


e Allow sufficient time for the prep- 
aration of your engravings. Rush 
orders can dissipate all of the efforts 
that go into the preparation of good 
artwork. Etching is hurried. Neces- 
sary refinements are skipped to make 
delivery dates. 


e Observe closing dates. Engravings 
received after closing dates must be 
rush-handled through the various 
points of check. Press plates are 
hurried through by the foundry. It 
is often advisable to postpone the 
insertion one week rather than risk 
a loss of quality in reproduction 
caused by rush handling. 


e Prove your engravings on Busi- 
ness Week stock. Proofs pulled on 
80 lb. coated stock cannot be matched 
by Business Week which uses 43 lb. 
machine-coated paper. 


e Prove with the same type of ink 
used by Business Week. The effect 
produced by inks containing var- 
nishes, greases, or reducers cannot 
be matched in high-speed publica- 
tion printing. 


e Package your engravings care- 
fully. Original engravings should be 
wrapped separately in newspaper. 
Each engraving should be separated 
by cardboard and faced in. The en- 
tire package should then be enclosed 
in corrugated board, wrapped in 
heavy kraft paper and enclosed in 
a wooden box. 


e Check your engravings for ac- 
curate register. Engravings not in 
register cannot be rectified unless 
the make-up of the advertisement 
will permit cutting apart of plates 
to correct this condition. 


e Always send at least two engrav- 
ers’ proofs of your advertisement. 
These proofs are necessary for iden- 
tification purposes, for checking dur- 
ing various steps in the foundry, 
and for press make-ready. 

Copies of the manual are available 
to AR readers. For your copy circle 
No. 1002 on the Readers Service Card 
inside the back cover. 44 


Apparel Firm Uses 
Unusual Brochure 


An unusual oversize brochure was 
used by Ike Clark of Dallas, wo- 
men’s apparel manufacturer, to in- 
troduce the firm’s fall line. The 
elaborate brochure contained only 
ten pages, but within these pages 
was a complete fashion story for fall 
—not only for apparel, but for such 
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Salute to Fall . . . This booklet issued by 
Ike Clark of Dallas introduced fall fashions. 
The page shown illustrates how actual 
swatches of fabrics, hosiery, aniline calfskin 
and glove material were used. 


coordinated fashion merchandise as 
hosiery, shoes, bags and gloves. 

The Dallas company lined up three 
cooperating manufacturers to make 
the story complete—Vanette Hosiery 
Mills (Dallas), Palizzio Shoes and 
Bags (New York) and Wear-Right 
Gloves (New York). 

The opening page of the brochure 
told the general color and fabric 
picture for the coming season. Each 
succeeding page told the story of an 
important color trend such as the 
beige-to-brown family, yellow-green 
to gold range, off-black and black 


with color, and the  pink-to-red 
family. 


> To get the story across, each of the 
four-color trend pages showed six 
fabric swatches as well as hosiery, 
aniline calfskin and glove fabric. 
Each story was told with a “Vogue 
says” quote to lend authenticity to 
the picture presented and to make 
the presentation stronger for use on 
the consumer level. 

Fifteen-hundred copies of the bro- 
chure were distributed by Ike Clark 
of Dallas, with supplementary dis- 
tribution by Vanette Hosiery Mills 
and Palizzio Shoes. Later, each store 
received a follow-through kit of sug- 
gestions for use of the brochure in 
the presentation of the fall fashion 
story on the retail level. The follow- 
through program included not only 
recommendations for advertising, 
display and fashion show presen- 
tation, but also included a guide for 
the brochure’s use in personnel 
training. 

The brochure was offset printed 
on Hamilton Andorra paper by the 
Bennett Printing Co. (Dallas). Type 
was kept in the Bodoni family, with 
heads in Bodoni and Ultra Bodoni 
and the body in Bodoni Book, set 
by Jaggars-Chiles-Stovall (Dallas). 
Artwork was handled by Mary Jane 
Bradstock, New York fashion artist. 

44 
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PUZZLED... 


Puzzles A Good 
Production Man 


A. 

Not with a mere jumble of letters, anyway. He'll find out soon enough 
that those letters spell out Chicago Engravers, the brand new name for 
Stearns & C y. 

And when it comes to high fidelity reproduction, nobody puzzles a good 
production man either. He knows that fine printing starts with the photo- 
engraver. That’s why more and more smart production men are buying 
photoengravings with high fidelity performance built right in... at... 


eo 


ENGRAVERS 


FORMERLY STEARNS & COMPANY 


It’s a brand new name and trademark and a grand new experience for 
buyers who demand unusually fine engraving at reasonable prices. Chi- 
cago Engravers is your starting point for fine printing results. 


means QUALITY photoengraving down to the smallest detail . . . 
highlighting, color corrections, tooling, proofing . . . that’s guality where it 
counts, where pride makes the difference. 


x means KNOW-HOW with a complete staff of skilled technicians, 
authorities in their field, and all of them anxious to discuss your problems 
now. 


§ means SERVICE, too, and always on a friendly, competent basis, 
by a seasoned staff of sales personnel . . . 


Including people like Keith Musselman. In 1950 Keith joined Stearns 
& Company, now called Chicago Engravers. Before that Keith op- 
erated his own engraving business, and also spent a number of years 
with a commercial art studio. Also, he has had extensive experience 
selling and servicing engraving accounts. 

“But at Chicago Engravers,” Keith says, “I've seen the finest 
and the most constant attention to all my customers’ problems. 
It's the kind of atmosphere that | like to work in. It’s the sort of 
service I can sell with confidence.” 


Sea 6 Co 


KEITH MUSSELMAN 


os 


ENGRAVERS 


PHOTOENGRAVINGS i. 
WITH HIGH FIDELITY 7 
pa 335) 5 6-188 ae 


417 NORTH STATE STREET 
CHICAGO 10, ILLINOIS 


SU PERIOR 7-6716 





Don't be . . . Pontiac 
helps hundreds of busy 
executives and production 
men take that important 
first step every year! 

We handle art 

work, photography, 
typography, color process, 
photoengraving, litho 
plate service, and 
electrotyping every 

day and have for the 
past 40 years. 

Something no one 

else can say! Let us 

tell you more about this 
unique service to the 
advertising 

profession. Call or 

write for further 


information. 


PONTIAC 


Cugraring and Cleclrotype Co. 


812 W. VAN BUREN STREET 
CHICAGO 7, ILL. @ HA 1-1000 


ya 
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Triple Play Promotion .. . This spread from its dealer promotion piece illustrates how 
one set of color separations is being used by White Motor Co. for a three-way promotion— 


magazine ads, postcards and posters. 
White Uses Ad Plates 
For Triple Promotion 


A triple play promotion using 
three different printed pieces pro- 
duced from the same set of color 
separations is being used by White 
Motor Co. (Cleveland) to sell trucks. 

The entire campaign is built 
around a series of monthly full-color 
pages in Business Week. From the 
color separations used for the maga- 
zine plates, White also produces 
postcard mailers for its dealers and 
25x30” showroom posters featuring 
blow-ups of the magazine ads. 

The campaign was merchandised 
to White dealers in a simple, yet 
dramatic, brown on white four-page 
offset folder. In addition to explain- 
ing the triple play promotion pro- 
gram, the folder emphasizes the 
necessity of follow ups with per- 
sonal calls. 


>A typical Business Week ad fea- 
tures a White truck and the user. 
One ad, for example, shows the type 
of White truck used by Armour & 
Co. for delivering meats under re- 
frigeration. 

The four-color truck illustration 
is then outlined and reproduced on 
a standard postcard with a brief sell- 
ing message on the reverse side. The 
ad, itself, is blown-up for the poster. 

The postcards and posters are 
printed by offset from plates pro- 
duced from black and white progres- 
sives of the original plates. The post- 
cards are mailed by White branches 
and distributors. The posters are in- 
serted in a standard poster frame 
made from sheet steel and painted a 
royal blue with a White emblem at 
the top. The frame has an easel at 


the back for standing or can be hung 
on the wall. It is approximately 
25x34”. 44 


Offer Evening Classes 


Special feature of the new year, 
which began Sept. 16 at the Art 
Students league (New York), are 
one-evening-a-week classes on 
Mondays, Tuesdays, Wednesdays 
and Fridays from 7 to 10 p.m. 
Thirty-nine well-known artist-in- 
structors will teach classes in life 
drawing, anatomy, portraiture, 
painting, lithography, etching, wood- 
cuts, sculpture, illustration, com- 
mercial art, layout, lettering, design 
and fashion, during the fall session. 


ADVERTISING 


| 


: | DEPT 


‘Do you mean to tell me it takes a big 

engraving company three whole weeks 

to make color plates for a painting one 
artist made in just two hours?"’ 
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but only REILLY gives you ‘ reproduction’ assurance 
that protects your advertising dollars . 


No ship owner would send his ship to sea with- 
out adequate protection against loss of his vessel WHY REILLY ELECTROTYPES 
and cargo. No advertiser should go to print with- ASSURE THE BEST REPRODUCTION 


out the assurance of quality reproduction offered © Exclusive Vinylite molding assures utmost fidel 
; : ity down to the smallest detail. 

by Reilly Electrotypes. @ Precision Pressure casting (for flatbed press) 

eliminates damage and distortion of delicate rules 


For only a few cents more than you'd pay for and tones. 


old-fashioned manufacturing methods, you can @ Centrifugally Casted Treated Electrotypes (for 

have quality reproduction for vour advertising rotary presses) insures the most precision-perfect 

investment in art and space costs. For, with Peer rae 

Reilly Electrotypes, you’re assured of consistently @ Unique check-control system incorporates teams 
7 / : / ae of seasoned craftsmen and other specialists to cover 

superior reproduction that will help to bring every phase of production. 

greater sales returns. 


ae 
YOU CAN REALLY RELY ON Reilly ELECTROTYPE 


NEW YORK 


Other Divisions of Electrographic Corporation: American Electrotype, San Francisco; Advance-Independent Electrotype, Indianapolis; Lake Shore Electrotype, 
Chicago; Michigan Electrotype, Detroit; New Haven Electrotype, New Haven; Reilly Plastictype, Los Angeles; The Wrigley Company, Atlanta. 
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Buyer’s Guide 


Quality, Service, Price 
Chief Engraving Factors 


By Herbert Warmflash 
Advertising Manager 
Package Research Laboratory 
Rockaway, N.J. 


Among the many photoengraving 
plants which may solicit your busi- 
ness, there are differences to deter- 
mine which is best able to do the 
most satisfactory job for you. Prima- 
rily, these differences are based on: 


® Quality 
@ Service 


e Price 





> Because making a photoengraving 

is not an automatic process and does 

: depend upon the skills of many 

pst people and the machines they oper- 

: E McGrath - ate, quality differs. Your copy may 

Thomas A ; | be shot improperly, giving it a flat 

yt Associates ; | look; or through carelessness, dirt 

DAY and NIGHT Sa Ses may get on the glass while it is being 

PHOTO aL aN aioe Pe a No Voc / | shot; or your art, through improper 

160 E. Winois She UP! \ | handling, may be smudged or 

se SO cracked and reflect in the engrav- 

ing; the edges of squares may be 

ragged, or the size may deviate by 

14,” or 4%”; unless blocks are at- 

| tached properly, they may come off 

HIGH FIDELITY REPRODUCTION prematurely, causing the printer 

of every tone and texture with a — Even basa, 

ure, sparkli hes. | plants may slip on one or more oO 

hag stnaaiuabntaie . ee nena — a items pele so it is im- 

hd achat portant to check photoengraving 

proofs no matter who produces 
them. 


ADVERTISING 
iY Si 


LETTERPRESS 
PLATES 

> Service is one of the most impor- 

tant considerations to some buyers 

eapoen eit wood | of photoengravings. They may re- 

cuts | quire overnight service instead of 

SANDER ENGRAVING CO. | several days to turn out a_ job. 

at pala | | 542 S. Dearborn, Chicago 5, HA 7-2082 | | Naturally, the more intricate the job, 

the longer it takes, but engravers 

employing several shifts normally 

of | can produce a job quicker. Also in 

aa ‘The the realm of service, you might con- 

Fin at hide sider how dependable an engraver is 

on deadlines he agrees to meet. Is he 

able to finish and deliver a job when 


tase | sed it? And when he is finished 

GRAPHIC ARTS ERR vith your original copy, what shape 
Tahu 

CORPORATION OF OHIO A ] 1) i) E A L 3 *) | > The price of a single engraving 


| may vary by 50% or more—de- 
180 OCTTAWA STREET SCTOLEDO4, OHIO MAT SERVICE pending — the eres o 
choose to do a job. While most en- 
SUSE CEOCCCi“O over ; gravers use the same standard scale 
to compute a job, the number of 
| “scale units” is then multiplied by 
DETROIT BRANCH CHICAGO ; Wu ; } ne 
Se, ae |= the individual unit selling rate. Thus 


we 2.0122 BAndeigh 63303 vray Hall 35052 MAT & STEREOTYPE CO. a 4x4” square halftone on copper, 
1441 FREEMAN AVE., CINCINNATI 14, O. 120 screen, is 141 units according to 


Write for free brochure. 
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the standard scale. One engraver 
may give you a rate of .038—making 
the job cost $5.36; another engraver 
may charge you a rate of .064— 
making the same job cost $9.03. In 
addition, how the engraver chooses 
to interpret the “notes” on his scale 
will also have a bearing on the price. 
For example, depending on the en- 
graver you use, a Velox may be con- 
sidered straight line copy or straight 
Ben Day, or 50% additional to line 
copy. Thus a 4x4” Velox may be 
valued at 106 units, 127 units, 191 
units, or 159 units. A rate of .064 
actually could result in a lower cost 
to you (figured as straight line— 
$6.79) than a rate of .038 (figured 
as 50% additional to Ben Day— 
$7.26). 

Still in the realm of price, it is in- 
teresting to note how often “mis- 
takes” do occur on engravings bills, 
due to miscalculations of units, and 
“adding on” extra charges. 

Thus it can be seen that unless 
quality, service, and price are 
thoroughly considered in the buying 
of photoengraving, poor plates, missed 
deadlines, and needless extra cost 
may result. 44 


Pontiac Offers Folder 
Giving Tips on Tints 


A 12-page accordion-fold brochure 
presenting hints on the use of en- 
gravers’ tints has been published by 
Pontiac Engraving & Electrotype Co. 
(Chicago). Featured in the folder 
are illustrations of 72 different tint 
effects. 

The Pontiac folder also contains a 
collection of general information 
about engravings, screens, tints and 
their uses. 


For your copy circle No. 1032 on the 
Readers Service Card inside back cover 


“After a brief, but convincing discussion 
with the engraver, I've decided he was 
right!" 
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“Think we're getting 


anywhere chum?"... 


Experience-hardened buyers of advertising 
engravings have long maintained that “bar- 
gain chasing” hither and yon usually winds up 
in frustration and swollen costs...A loyal 
following of value-conscious customers, grow- 
ing steadily for thirty years, indicates that 
engravings, custom-crafted by ROGERS are 
a consistently sound investment in outstanding 


quality, true economy—and peace of mind. 


EN GR A V N G 
>. & a FF A 8 F 


Waster Craftsmen of Photo-Engraving 


Member of the 
CHICAGO PHOTO-ENGRAVERS ASSOCIATION 


CALUMET AVENUE * CAlumet 5-4137 * CHICAGO 16 





AUDIO AND VISUAL AIDS 


By adding advertising messages to stock 


films, many companies are getting a lot 


of value with small expenditures 


higoNn 
Custom 


ad 


At a regional sales meeting last 
March, the subject of using motion 
pictures in promotion and selling 
came under discussion. It was readily 
agreed that the medium was an effec- 
tive force for sales as well as public 
relations. 

3ut the cost of producing such 
films kept the discussion strictly a 
matter of academic interest. It did, 
that is, until one advertising man- 
ager casually mentioned that his 
company had its own movies in ac- 
tive circulation. And the cost was 
exactly $55 per film! 

Surprisingly enough, this figure 
is correct. What’s more, dozens of 
other firms have 16mm sound mo- 
tion pictures at work for them for 
that same price. How it is done is 
explained by a service offered by the 
producers of educational films. 


> These films are made exclusively 
for classroom use in schools and col- 
leges. They present material of basic 
academic interest and scrupulously 
avoid any reference to products or 
services just as a text book does. 
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Presented 


1 THE INTEREST OF EDUCATION 
by 


Your Company's Name 


CITY, STATE 


4ilms 


yy 


$55 each 


@ By Norman Sklarewitz 


Nevertheless, a technique of film 
sponsorship, or more exactly, dona- 
tion, now permits these same films to 
do a unique public relations and sell- 
ing job. The same general program 
is followed by most film producers 
but probably the most active in the 
field is Coronet Films in Chicago. 

Ellsworth C. Dent, the firm’s di- 
rector of distribution, set up what is 
now the standard sales technique for 
the industry. First it offers busi- 
nesses and associations an opportu- 
nity to buy any subject from the 
Coronet Films library of more than 
450 16mm sound motion pictures. 


> The prices are $50 for a one reel 
sound film (11 minutes running 
time) in black and white and $100 
in color. Longer films up to two 
reels are priced accordingly. Then 
for $5.00 (actual cost of the shoot- 
ing) an introductory trailer is pro- 
duced for the buyer and made part 
of his purchase print. 

Text can be prepared by the donor 
with the standard message of “Pre- 


sented in the interests of education 
by ...” used most often. An appro- 
priate musical sound track makes 
this trailer an integral part of the 
film. 

The film is then presented to the 
local school system, board of educa- 
tion film library or, in rural com- 
munities, to the county film library 
or consolidated school system li- 
brary. Here it is seen by hundreds 
of students every year. The average 
life of such a film under normal us- 
age is five years, so the investment 
is between $10 and $20 a year for the 
donor. 


> The precise film subject purchased 
by an organization or company gen- 
erally is related to the nature of the 
business itself. A Rural Electrifica- 
tion Association in the south, for 
example, recently purchased How 
Man Made Day and The Nature of 
Light. Food distributors and whole- 
salers find such films as Menu Plan- 
ning and Preserving Foods appro- 
priate subjects for donation. 
Currently automotive companies 
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For Business and Industry . . . Low-cost educational movies 
can be presented to business and industry groups by using the plan 
explained in the accompanying article. These films can do both a 


are making extensive use of the Safe 
Driving Series—three movies that 
teach students how to drive. The 
Automobile Club of Michigan and 
the Automobile Club of Buffalo both 
have purchased the complete set for 
local use. 

Your Thrift Habits is being used 
by the Georgia Savings & Loan 
League in Atlanta and by the Second 
Federal Savings & Loan Association 
in Chicago. Fred Meets a Bank was 
donated by the Miners & Merchants 
Bank in Bisbee, Ariz. and Sharing 
Economic Risks by the Citizens Fi- 
delity Bank & Trust Co. of Louis- 
ville. 

Dairies like the Brookville Cream- 
ery Products of Brookville, Pa. use 
the movie, Dairy Farm, and the Ok- 
lahoma Gas & Electric Company in 
Oklahoma City distributes Introduc- 
tion to Electricity. 


> Popular with business colleges is 
a whole group of films that deals 
with specific skills and vocational 
guidance. The Albany Business Col- 
lege in Albany, N. Y., for example, 
bought eight films that are used for 
student recruitment. When donated 


— 


For Churches and Schools .. . Presenting movies to schools and 
churches is possible at low cost through the use of stock films. With 
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to schools, these movies are used in 
secretarial practices courses. Here 
girls see The Secretary Takes Dicta- 
tion and Building Typing Skill, 
among others. 

The credit title, though, keeps the 
name of the Albany Business Col- 
lege in a spot of top value—in the 
class from which prospective stu- 
dents will come after graduation 
from high school. 

Firms interested in film donation 
should first call on local school au- 
thorities to be sure that film dona- 
tions are in accord with board pol- 
icy. Then it’s wise to get the audio- 
visual director’s suggestions as to 
titles within your sales area that 
the school can best use. 


> Ordering through regular channels 
from the producer can follow. Actual 
presentation of the films can be a 
semi-formal event with the donor 
bringing the new subjects to school 
to take advantage of the publicity 
potential of such an event. 

In addition to this donation to 
schools there is another method of 
film distribution that includes the 
adult members of a community. This 


public relations and advertising job with the addition of presenta- 
tion messages. The audience potential may easily run into many 
hundreds each year. 


technique has the film purchaser 
maintaining the film himself and 
through local publicity, advertising, 
and personal calls making it avail- 
able for free loan. In this way, 
church, civic and social groups bor- 
row the film for their own programs. 
Here the adult audience potential 
may easily run into many hundreds 
of men and women every year. 


The value of keeping the films 
right in the company is obvious. It 
establishes a personal contact be- 
tween your executives and the bor- 
rower. Sporting goods shops that 
loan out films on athletics are reach- 
ing perfect prospects. Often, too, 
the owner is invited to speak on 
equipment or techniques following 
the showing. This permits local 
newspaper publicity and credit to 
the store before club members. 

Film usage by the small business- 
man, wholesaler and commodity dis- 
tributor is yet to be fully realized. 
The experiences of those who have 
tried it, though, indicate that an 
important opportunity for the ex- 
pansion of both sales and good will 
exists with it 44 


special messages added to these films, they do both a public rela 
tions and an advertising 
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Motorola Develops New 
Microphone- Transmitter 


A highly portable combination 
microphone-transmitter developed 
by Motorola Inc. (Chicago) offers 
the solution to many transmission 
problems in public address, radio 
and television systems. 

Called the “Handie-Micro-Talkie,” 
the unit is an outgrowth of portable 
radio transmitters developed for the 
armed forces. Weighing only one 
pound, 15 ounces, the device is 
134x5%4x15” over-all. It has a com- 
pletely self-contained battery power 
supply and can communicate over 
distances up to two miles. 


> American business leaders attend- 
ing the 1953 National Sales Execu- 
tives convention in Atlantic City 
witnessed the debut of the unit for 
audience communication use. Using 
a “Handie-Micro-Talkie,” Motorola 
vice president Edward R. Taylor 
showed how a speaker may talk to 
his audience over a public address 
system from any point in and around 
an auditorium without dragging a 
wired microphone with him. The unit 
was also used to pick up questions 
from the audience and broadcast 
them over the public address system. 

To achieve this result, a com- 
munications receiver was connected 
into the auditorium public address 
system and picked up the radio 
transmissions from the portable 
microphone-transmitter unit. 

The “Handie-Micro-Talkie” was 
first developed for industrial use. 
One of the primary uses is for rail- 
road car checking. It is also being 


Questions from the Floor .. . 
audience gets an opportunity to participate 
in a discussion at the National Sales Execu- 
tives convention in Atlantic City through the 
use of Motorola's new ‘“Handie-Micro- 
Talkie.” The unit transmitted questions to 
a receiver connected to the auditorium’s 
public address system. 
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Highly Portable .. . A security guard 
demonstrates the portability of a new 
microphone-transmitted unit developed by 
Motorola Inc. The unit will broadcast up 
to two miles. 


used for factory production control, 
police use, etc. 


>The unit is particularly useful in 
picking up voice and background 
noises in hard-to-get-at locations 
for both radio and television. The 
unit is small enough to be carried 
in a pocket. A loop antenna on the 
top also serves as a carrying handle. 
Power is consumed only while trans- 
mitting, permitting, for example, as 
many as 30,000 ten-second transmis- 
sions on a single set of “B” batteries. 

Additional details are available 
from Motorola. 
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Kling Studios Shoots 
Record Film Footage 


Complete pre-planning made it 
possible for Kling Studios Inc. (Chi- 
cago) to shoot 88,000 feet of film in 
24 hours for the “Music With The 
Hormel Girls” television package. In 
shooting this amount of film, Kling 
bettered its own record for footage 
shot on a single job in a comparable 
period of time. 

Sixty-five girls who make up the 
orchestra, chorus, vocalists and 
dancers of the Hormel All-Girl Re- 
vue participated in filming the series 
of 15-minute programs. Before the 
shooting date, Fred Freeland, Kling’s 
director of the Hormel series, trav- 
eled with the Hormel girls for a 
month, rehearsing the film se- 
quences. During this time, Freeland 
plotted every shot in advance on de- 
tailed cue sheets. 

The settings were prepared be- 
fore the troupe arrived in Chicago. 
Multiple camera techniques, with 


multiple shooting, were used 
throughout. According to Kling, 
Freeland developed cue sheets which 
accurately charted all camera and 
dolly positions, and established the 
critical focus and depth of focus for 
each position. This made it unneces- 
sary for cameramen to rack over for 
focusing through the camera. 

Kling has filmed 60 shows of the 
Hormel girls for the TV version of 
its CBS radio show. Forty of these 
were filmed this year in the 24-hour 
period. 44 


RCA “TV Eye” Acts As 


Electronic Page Boy 


By utilizing its new “TV Eye” as 
an electronic “pageboy” to notify 
visitors of phone calls and messages 
at the Western Electronic Show in 
San Francisco, RCA Victor achieved 
a new twist in effective demonstra- 
tion. “TV Eye” is a closed circuit 
television system. 

During the show, the “TV Eye” 
camera, which weighs about four 
pounds, was focused on a large bul- 
letin board located at the show’s 
central message center. As calls 
were received for visitors at the 
show, their names were printed on 
cards and mounted on the board. 
The “TV Eye” camera scanned the 
board and flashed the names by wire 
to 22 television receivers located 
throughout the exhibition area. 4 4 


DuKane Introduces 


New Tape Recorder 


A dual-speed tape recorder has 
been introduced by DuKane Corp. 
(St. Charles, Ill.). Called the Du- 
Kane “Tru-Fidelity,” the recorder 
records at both 742 and 334” per sec- 
ond and is equipped with a fast 
forward speed. 

Features of the new DuKane re- 
corder include single tape motion 
selector, keyboard facility selector, 
tape counter, positive safety erase, 
“magic eye” recording level indi- 


DuKane “‘Tru-Fidelity’’ Recorder ... 
This new recorder introduced by DuKane 


Corp. features dual speeds. It is priced at 
$299.50. 
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cator, tape copying facility, separate 
inputs for microphone, radio and 
phonograph, rack or custom mount- 
ing, separate treble and bass con- 
trols, public address system, and 
headphone monitoring. The recorder 
is priced at $299.50. 44 


Audio-Master Develops 
Variable Speed Player 


A record and transcription unit 
playing every speed from 30 to 80 
rpm is now available from the 
Audio-Master Corp. (New York). 
The player features a new motor, the 
Varispeed, which enables any rec- 
ord, whether it is 33, 45, 78 rpm, to 
be slowed down or speeded up ac- 
cording to the needs of the user. 

The new unit can be particularly 
helpful in working with sound ef- 


























fects, off-speed records, etc. The new 
motor is available in two Audio- 
Master units—a record player in- 
tended for records up to 12 inches, 
which retails at $54.50, and a more 
powerful player, at $87.50, designed 
for transcriptions up to 17 inches. 
Both units are contained in portable 
cases and feature tone and volume 
controls as well as a high fidelity 
twist pickup arm with two needles 
for standard and LP records. 44 


United Fruit Features 
Honduras in New Film 


A better understanding between 
Central America and the U.S. is the 
aim of a new film, “Honduras,” just 
produced by Tom Willard Produc- 
tions for United Fruit Co. (New 
York). One of a series of films pre- 
pared by United, “Honduras” is a 
colorful presentation of the life and 
ways of the Central American re- 
public. 

The first copy of the film was pre- 
sented to the government of Hon- 
duras. Other copies of the film will 
be available in English and Spanish 
versions for distribution shortly. 44 
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Everyone sits up and takes notice when your 
business movies are in life-like Bolex 3-D. 
Says Bernard Howard, president of Academy 
Film Productions, leading industrial film 
specialists of Chicago: 


... Guests, exhibitors and competitors 
thronged into Stone Container’s booth to see 
‘the first industrial 3-D film ever made.’ Some 
15,000 persons over a four-day period entered 
the booth, donned Polaroid viewers, and 
watched. 


..."It is my personal feeling that the Bolex 
Stereo principle of using only one camera and 
one projector is the only practical method of 
shooting and projecting three-dimensional 
films for business and educational purposes. 


Tell a REAL Story with 


16mm Industrial Movies 





Business Movies mean business 


i 


This opinion is based not only on our 3-D 
film for Stone Container, but on subsequent 
stereo films that we have shot for Sears, Roe- 
buck & Co., Holsum Bread and other clients. 


...'We are now using the new Bolex 3-D 
close-up lenses on current productions with 
much success. They are as simple to use as 
the basic taking lenses...a compliment, 
indeed.” 


Simple to take, convincing to watch... isn’t 
that the kind of movies you want to tell your 
company’s story? For further information, see 
your Bolex franchised dealer or write: 


Paillard Products, Inc., 100 Sixth Ave., N.Y. 13, N.Y. 
Outside U.S.A. write to Paillard, S. A., Ste. Croix, 
Switzerland 


























Bolex Stereo System complete with 
Bolex H-16 DeLuxe camera, taking 
and projector lenses, screen, and 
two pairs of Polaroid glasses 


$715.50* 


Complete with Bolex Close-up At- 
tachment (as shown)........ $783.00* 


*Includes F.E.T. 









Offer Free Soundstripe 
lo Promote Projectors 


Free sound striping is being of- 
fered as part of a new promotion 
launched by Bell & Howell Co. (Chi- 
cago) to help its dealers merchan- 
dise magnetic sound projectors. The 
company will apply its magnetic 
Soundstripe free to 400’ or less of 
any customer’s 16mm film during 
August, September and October. 

Movie makers must bring their 
film to an authorized dealer. The 
dealer then sends the film to either 
of the company’s Soundstripe labo- 
ratories, located in Chicago or Holly- 
wood. The customer’s film is striped 
and returned to the dealer, who can 
assist with an on-the-spot recording 
of the customer’s own voice. To as- 
sist in the program, dealers must 
have a Bell & Howell Filmosound 
202 magnetic recording projector in 
stock or on order. 

Bell & Howell’s Soundstripe, when 
applied to the edge of 16mm film, en- 
ables amateur movie makers, schools, 
churches and industry to 
their own commentary or 


record 
musical 
background. It must be projected by 
the company’s Filmosound projec- 
tor. The magnetic sound track is 
ready for immediate playback after 
recording. Recording new sound 
automatically erases the old as often 
as desired, but the recording is per- 
manent until erased. 

The promotion will be supported 
by national advertising, direct mail 
and dealer helps. The campaign will 
be announced to the public by full 
page ads in national magazines and 
will be featured in the fall issue of 


QUALITY FILM COMMERCIALS 


lain ae 
Low Budget Client 


STOP-MOTION .... SCENE-ACTION .. . TALENT 
SILENT ... “SOUND-OVER” ... “LIP-SYNC” 


SEND US YOUR STORY-BOARDS FOR “QUOTES” 


aT Mea et 


tical spread. 


HALF AS LARGE, HEAVY AND EXPENSIVE 
AS PYRAMID EASEL PORTFOLIOS ee \— 


—for same page area. Shows double-page ver- 


Sets up and takes down in a flash—no buttons or 


Panorama, Bell & Howell’s consumer 
magazine for movie makers. Store 
streamers, direct mail letters and 
postcards will be available to dealers. 
Follow-up letters will be sent by the 
company to participating consumers, 
suggesting that they pick up the film 
from their local dealers and record it 
on the spot. 44 


Low Cost Stereo Viewer 
Produced by Sawyer's 


Economical three-dimensional 
presentations are possible with 
View-Master viewer units produced 
by Sawyer’s Inc. (Portland, Ore.). 
According to a brochure published 
by the company, salesmen can be 
equipped with an illuminated View- 
Master stereoscope and a reel of 
seven three-dimensional color pic- 
tures for $3.50 to $5, depending upon 
quantity. 

Sawyer’s folder, “Sight Sell with 
View-Master,’ discusses in detail 
the advertising applications of the 
3-D viewer. It shows the basic View- 
Master units including the stereo- 
scope, light attachment, reels and a 
non-stereo projector for use with the 
View-Master reels. 


N 
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Dubble Bubble Picture 
Reaches Wide Audience 


A documentary film on Dubble 
Bubble gum is netting the Frank H. 
Fleer Corp. (Philadelphia) a large 
and important audience throughout 
the country. Titled “Fun for a 
Penny,” the film has already been 
shown to varied audiences in 102 
locations across the nation since it 
was first set for distribution the end 
of March. 

The 16mm color film was produced 
by Wilbur Stark Productions and is 
narrated by radio-TV star Kathi 
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gadgets to fool with. Carried in stock in 4 sizes. 


MO a TY 


Message Repeater .. . This miniature 
unit is a complete tape recorder and play- 
back unit. Built by Mohawk Business Ma- 
chines Corp. (New York), the Message 
Repeater can be used for continual play- 
back or for one-message delivery when acti- 
vated by photo-electric cells, micro switches, 
etc. A tape cartridge is shown being inserted 
into the unit. 


Norris. During the course of the 
17-minute picture, Kathi and her 
six-year-old daughter, Pam, are 
taken on a complete tour of the 
Dubble Bubble plant in Philadelphia. 

The film shows step by step how the 
gum is created, wrapped, checked 
and rolled out of the factory on 
an assembly-line basis. One of the 
highlights is the company’s “quality 
control” division, which includes a 
check on the “blowability” of pro- 
duction line samples. This made 
colorful and amusing film material 
including several shots of laboratory 
technicians at work blowing bubbles. 

Fifty prints of the film have been 
made available for showings. 44 


Film Sells Tractors 


Gravely Tractors, Inc. (Dunbar, 
W. Va.) has increased its sales and 
attracted more than a thousand new 
prospects through a color sound film 
used by distributors and salesmen. 

The program was initiated last 
year. Projectors were sent to Grav- 
ely’s 32 distributors. The film was 
also seen at several trade shows. 
The success of the film has now at- 
tracted the attention of many retail- 


Send for FREE Folder ers who are showing the film to 
groups of prospects. The company 
is now planning a black and white 


film aimed at the industrial market. 


* Also 100s of other items. 
"708 W. WASHINGTON BOULEVARD 
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By Hugh McKellar 
Advertising & Sales Promotion 
Manager 


The Squirt Company 


Squirt has proven to be an ex- 
cellent name for a beverage. It is 
short, distinctive, and easily remem- 
bered. Yet, it might be said that the 
name does not in itself wholly sug- 
gest the nature of the product: a 
quality, pure fruit-base beverage— 
popular as both soft drink and 
mixer. 

For this reason, in 1940, the Squirt 
Co. decided to develop a character 
that could symbolize and personal- 
ize the Squirt name and be used in 
advertising and promotion to make 
the name stick with the public. The 
result was the “Little Squirt,” a little 
cartooned individual. 

Although the basic reason for the 
adoption of the character was for 
the reasons given, it had the added 
advantage of being attractive to 
children. Since his adoption, Little 
Squirt has been used, wherever 
compatible, on all advertising mate- 
rial—with one exception. It does not 
appear on anything designed for use 
in bars or wherever liquor is sold. 
The feeling is that the character 
should be kept in a _ wholesome, 
healthy category. 
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SIGNS & IDENTIFICATION MATERIALS 





> The use of the character to tie all 
advertising together, right up to the 
point of sale, can be readily seen in 
the 1953 Squirt advertising cam- 
paign: 


1. It is prominent in all ads in the 
May through September schedule of 
15 full and half-page insertions in 
Life and Look. 


2. The character is the predominant 
illustration on 24-sheets being used 
in more than 112 markets this year. 


3. TV spots available to franchise 
holders feature “Little Squirt.” 


4. A series of 18 cards for use as 
danglers, stock display cards, in win- 
dows, and on cartons, are dominated 
by the character. 


5. Fifty-eight point of sale pieces 
of all types now being offered to 
dealers all feature the Little Squirt, 
except, of course, those containing 
specific mention of liquors. 


6. This year, as during the past two 
years, Squirt employs Billy Albaugh, 
who makes personal appearances 
at baseball games and other sports 
events, on television, in theaters and 
in stores, as the living personifica- 
tion of the “Little Squirt.” Billy, a 
midget, had been used for these pur- 
poses for two years by the Squirt 


The Importance of 


Trade 
haracters 


The Squirt Co. has learned that a trade 
character—such as its “Little Squirt” — 
can provide an effective means of add- 
ing continuity to all elements of adver- 


tising and identification programs. 


bottler in Buffalo, N.Y. His appeal to 
children, and consequent sales re- 
sults, led to his employment by the 
Squirt Co., which now schedules 
him around the country to work 
with special promotions of franchise 


holders. 


> Two other characters have also 
been used with much success by 
the company. One is the “Glow- 
Man,” an Esky-like character, the 
other is the “Snowman,” who looks 
obviously like a snowman. These 
two characters were created to give 
human interest and color to two new 





Living Little Squirt 
Albaugh makes personal appearances for 
The Squirt Co. as the living personification 
of “Little Squirt 


. Midget Billy 





THEY ‘TELL’, 
NIGHT 
and 
DAY 


Metal signs of top 
quality and of every 
type—Roadside, Point- 
of-Purchase, Curb, 
Tacker, Hanger and 
Bracket, Cut-Out or 
Reflectorized — are 
available in durable 
screen process for 
long-lasting, effective 
advertising. Scores of 
Nationally known firms 
have used GRACE Signs 
to sell, for 40 years! 


SALE! 


WHAT ARE 
YOUR NEEDS? 


SEND FOR CATALOG NOW! 


RI oa 


3600 S$. 2nd ST 


* ST. LOUIS 18, MO 


Special Tie-ins . . 
campaign 


. The Squirt Co. prepared special pieces to tie-in with its national 
each featured Little Squirt. Discussing the promotion are: (left to right) Ernie 


Lowry, Squirt assistant sales manager; Greacen Mitchell, account executive of Harrington- 
Richards division of Fletcher D. Richards, Squirt's agency; and author Hugh McKellar, Squirt 


advertising and sales promotion manager. 


Squirt mixes, and came into being 
largely because of the unusual suc- 
cess attained by the original Little 
Squirt character. The two charac- 
ters have a special assignment; to 
create added business in _ bars, 
taverns and liquor stores, and to 
hold it during the winter months 
when soft drink sales generally hit 
bottom. 

Since their introduction, the 
Squirt Snowman and Glow-Man, be- 
cause of the human interest they 
generate, have attained considerable 
reception. Bartenders are more 
easily interested in placing the dis- 
play pieces—and customers are more 
easily sold on the mixes because of 
the intriguing personalities of the 
Glow-Man and Snowman char- 
acters. 

The “Glow-Ball” is a drink calling 
for Squirt and whiskey, and is fea- 
tured during the winter months. The 
“Snowball” is a drink of Squirt and 
gin or vodka. 
> In designing these characters the 
objective was to develop a distinc- 
tive, attractive, human trademark 
characterization. Since the com- 
petition for display is fierce, and the 
amount which can be used is 
limited, material which did not at- 
tain these objectives could not hope 
to be successful. The annual pro- 
motions built around these char- 
acters have been highly successful. 

This year more than 200 Squirt 


tf sweet soft drmks leave yas tarsty 


“s SWITCH TO SQuseT 


National Ad .. . The company’s national 
ads, like this one which appeared in Life, 
obtained unity and easy identification by 
featuring the Little Squirt character. 


Switch to 


L 


Truck Banner ... Tie-in truck banners also 
were enlivened by Little Squirt 


Advertising Requirements 



















Snowball Salesmen .. . Squirt also used 
a special character, the Snowman, to mer 
chandise its Snowball drink. The promotion 
package included a streamer, Snowmen with 
adhesive backs, Snowball glasses, window 


display cards and back-bar displays. 


bottlers have indicated they will use 
the Snowball mixer sales promotion 
program. The promotion includes a 
complete Snowball merchandising 
package: Snowball streamer, half- 
round Snowmen with an adhesive 
back, Snowball glasses, table tents, 
bottle collars, round Snowballs, win- 
dow display cards, and lithographed 
back-bar displays. 

Since past Snowball promotions 
have realized almost the total of po- 
tential placements for bottlers using 
them, each year more and more 
liquor distributors have cooperated 
locally with the bottlers. As of June, 
distributors for such major brand 
names as Smirnoff’s Vodka, Calvert’s, 
Hiram Walker’s and Gilbey’s gin had 
indicated their desire to participate. 
> This year, California markets were 
among the first to begin their Snow- 
ball promotions. Distributors for 
Hiram Walker cooperated in setting 
up window displays and floor dis- 
plays. Special display items featur- 
ing Squirt and Hiram Walker in- 
cluded _ icebox _ stickers, special 
counter cards and bottle toppers. In 
addition, regular Squirt Snowball 
display pieces carried special sticker 
inserts calling attention to Hiram 
Walker’s new vodka. Before the 
warm weather had actually arrived, 
there were 1,500 displays set up in 
Southern California alone. 

The Squirt Co. places great value 
upon these two promotions because 
sales are frequently made through 
outlets not normally open to Squirt 
distribution. In addition, the support 
of liquor distributor and representa- 
tive salesmen in setting up displays 
and promotions gives added impetus 
to them, and thus gains greater ac- 
ceptance from the operators of such 
outlets. 44 


Goodren Develops New 
Stock Christmas Sign 


A stock Christmas sign printed on 
Goodstix—a transparent acetate with 
built-in adhesion strips —is being 
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AT THE 
STORE 
ENTRANCE 


COIN MATS 





AT THEIR 
FINGERTIPS 


ATLAS 





ON THE 
COUNTER 


Your product identification in full color on 
REDFERN*ADVERMATS, (long lasting rubber 
mats), for use: 

ON THE COUNTER 

AT THE STORE ENTRANCE 

IN FRONT OF A DISPLAY 

AT THE CUSTOMER’S FINGERTIPS 

will add impetus to your sales and build 
dealers’ enthusiasm for your brand. 

Rubber change mats for spot advertising at 
the cash register are available in any color 
combinations. 





281 Fifth Avenue, NY 16 
LExington 2-3051 


FLOOR OR 
COUNTER MATS 


Write for brochure con- 
taining details of our 
FREE OFFER of ADVER- 
MATS and our self- 
liquidating sales plan. 


PERFO MAT & RUBBER CO. 
281 Fifth Ave., NY 16 
Clip This Coupon to Your Letterhead 


| am interested in receiving full details * 
of your free offer: 


YOUR NAME 


WE HAVE 


DEALERS ! 


*Sole selling agents in the U.S.A. & Canada for Redferns Rubber Werks, Ltd. 


Hyde Cheshire, England 





TIES IN ALL OTHER | 
TYPES OF ADVERTISING | 


COMPLETES SALES 
AT POINT OF SALE 


ING DISPLAY CO. 


produced for the coming Christmas 
season by Goodren Products (New 
York). The 10x15” sign is easily ap- 
plied by removing the protective 
strips. The sign shows a jolly Santa 
with the words “Seasons Greetings” 
and provision is made for inclusion of 
a brand name or trademark. Sug- 
gested use for the sign is to attach 
it to a cash register. Additional de- 
tails are available from the company. 


For your copy circle No. 1034 on the 
Readers Service Card inside back cover 


Artmor Offers Variety 
Of Custom-Made Signs 


A variety of custom-made en- 
graved Plexiglas and Bakelite, fab- 
ricated, formed and screened signs 
is described in a folder published 
by Artmor Plastics Corp. (Cum- 
berland, Md.). Included in the folder 
are such items as engraved Plexiglas 
signs and nameplates, engraved 
Lamicoid signs, engraved Plexiglas 
wall plaques, edge-lit engraved 
Plexiglas signs, electric bases for 
edge-lit signs, and special base and 
wall adaptors for signs. 

The signs range in price from $4.50 
up. 


For your copy circle No. 1035 on the 
Reader's Service Card inside back cover 


Topflight Tape Offers 


Varied Plaques, Signs 
Illustrated in Folder 


An advertising clock, metal and 
wooden signs and plaques, a stream- 
er sign and a product scale model 
are among the eight examples of 
Plymouth Co.’s (Plymouth, Wis.) 
products illustrated in color and de- 
scribed in a company-issued folder. 

The company manufactures plastic, 
metal, wooden, silk screened signs 
and plaques of all types, and adver- 
tising specialties. Included in the ex- 
amples shown in the folder are: A 
15x12x1'2” sign for Champagne Vel- 
vet beer featuring a nickel-plated, 
die-cast bottle and glass mounted on 
birch wood; a plaque for Carling’s 
Red Cap ale, 1334x11x2%4” with die- 
cast letters and a red cap molded in 
acrylic resin mounted on a mahog- 
any panel, and a clock sign for Four 
Roses, made of metal and plastics. 


For your copy circle No. 1037 on the 
Reader's Service Card inside back cover 


118-124 WEST PEARL ST., CINCINNATI 2, OHIO 
Producers of illuminated and non-illuminated types of signs. 


Serving manufacturers of brand-name 


Three-Color Printing 


The printing of three colors on 





products from coast to coast. 


Representatives in principal cities 


Easy Way to 
Stay on the Ball 


Dozens of readers, and advertising 
agency executives in particular, have 
written us to the effect that Advertising 
Requirements is one book that enables 
them to stay on the ball. The president 
of one New York Agency, for example, 
says “Advertising Requirements is help- 
ing me to keep my staff up to date. I 
am requesting that all creative and pro- 
duction personnel read it thoroughly.” 
If you have any doubts about secing 
every issue, we suggest you use the re- 
ply card in the front of the book to 


enter your own personal subscription 


at once. 


pressure-sensitive tape has been de- 
veloped by Topflight Tape Co. (York, 
Pa.). Topflight claims that this is the 
first time that a press has printed 
three different colors on rolls of ad- 
hesive tape in one operation. Top- 
flight builds its own presses so that 
special controls of register for nar- 
row tapes can be maintained. Sam- 
ples and a leaflet describing the new 
three-color tapes are available. 


For your copy circle No. 1036 on the 
Reader's Service Card inside back cover 


_ WASHERS, DRYERS & IRONERS 
_WASHER: A 


L.R. JONES & SONS fF 


al 


Two-Faced . . . Dealers for Whirlpool 
Corp. are featuring this new three-dimen- 
sional plastic sign above their store fronts. 
Two-faced, the outdoor sign has white em- 
bossed letters on a two-tone blue, debossed 
background. The fluorescent lamp _illumi- 
nated sign measures 2’x6’. It was produced 
by Neon Products Inc. (Lima, O.). 


Rubber Change Mats... . Durable Rub- 
ber Products Co. (Chicago) has produced a 
complete new line of sponge rubber change 
mats and counter pads. The rubber is latex 
coated and has advertising messages 
printed with a specially developed ink which 
will stretch with the flexing of the mat. The 
mats are available in a wide range of colors. 


New Decal Identifies 


Laundromat Operators 


Bright red and blue window de- 
cals, designed to fit any size window, 
are being sent Westinghouse Laun- 
dromat operators by Ald Inc. (Chi- 
cago.) The valances identify the 
automatic laundries as authorized 
by Westinghouse. 

Included with the decal is a sketch 
of all materials and clear instruc- 
tions so that the operators can ap- 
ply it easily. The decal is just dipped 
in water and then mounted in the 
window. Blank panels are sent with 
it to fill out larger windows so that 
the decal looks as though it were 
custom designed. Made by Palm, 
Fechteler & Co. (Weehawken, N. J.), 
it is being offered to operators for $5, 
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Family Size .. . A 34-foot revolving bot- 
tle sign, a replica of a “family size’ soda 
pop bottle, has been attracting attention on 
a busy corner in South St. Louis. The huge 
display of Vess Bottling Co. (St. Louis) is 
comparable in height to a three-story build- 
ing, measures 6’ 7” in diameter and, if 
filled with soda pop, would hold 15,564 
quarts. Produced by Treesh Neon Sign Co., 
the bottle revolves at the speed of 3 rev- 
olutions per minute. At night the display is 
lighted with 600 feet of lineal neon tubing. 
The 2,000 pound bottle required 1,000 
pounds of steel cabling to support it. 


New Portable Flasher 
Sign Unit Developed 

The development of a new port- 
able neon sign illuminator unit, the 
Neo-Flasher, suitable for use with 
hard-to-light signs, has been an- 
nounced by Light Products Inc. 
(Beverly Hills, Cal.). The unit is 
self-contained and is battery oper- 
ated. 

The company suggests that signs 
hitherto thought impossible to illu- 
minate due to costly wiring and in- 
stallations, can utilize the Neo- 
Flasher unit. Light Products sug- 
gests that, for example, a beverage 
bottle can be mounted directly on 
top of the unit, illuminating the bot- 
tle or just the trademark. 

The unit will operate on a small 
six-volt dry cell battery up to 
a month without replacement. The 
flash rate is adjustable to a standard 
120 flashes per minute or it can be 
speeded up. The unit is weatherproof, 


according to Light Products, and is | 


equipped with a manually operated 
switch. 

Further details of the unit are 
available from the company. 


For your copy circle No. 1038 « 


Reader's Service Card inside back 
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decal merchandiser, says: 


TURN “EYES” 
INTO “BUYS” 
with PF 
DECAL VALANCES! 


V , i 
ae a ha 
aera rNarsens 


~~ “A as 
“FINE FOODS 


are: GROCERIES. 


Point-of-purchase is your last chance to clinch the sale. And the space in your 
dealers’ stores is free! So cash in on the pulling power of your advertising 
program with dynamic, attention-getting PF decals! Vividly-colored store valances 
like those illustrated as well as window signs, dealer-service decals, decal 
name-plates, product decoration decals —all stick to their jobs of turning 
impulses into sales! 


art services, consultations and estimates without obligation 


PF DECALS... your last link between advertising and the sale! 


Please send me your Dept. ARIO 
FREE BOOKLET “DECAL-WAYS TO SALES!” 
with samples of PF decals. 


ri Name 
Firm... 
checals 
Address 
City... 


PALM, FECHTELER & CO. 


8 5 MAPLE STREET, Ween Aw ec ee, Wa wes 





ee 
EL 


ING OF BEERS 


Another Plasti/ux 500” 
iluminated sign 
designed to identify 
dealers acro 

the country for 


Anheuser-Busch, Inc. 


ROI ed 1I 1) da 


the science ot Aalig with signs 


NEON PRODUCTS, inc. 


America’s largest and most experienced 
manufacturers of illuminated signs. 


500 |! Neon Avenue, Lima, , Ohio 


POPAI Initiates New 
Associate Memberships 


Two new membership classifica- 
tions, in addition to the regular 
membership, have been announced 
by Point-of-Purchase Advertising 
Institute (New York). 

One of the new classifications is 
a company associate membership 
for companies interested in con- 
fidential point of purchase research 
information, bulletins, pamphlets 
and information services, but which 
are not interested in voting or ex- 
hibiting privileges. The dues for the 
company associate membership are 
$100 annually. 

The other new membership cate- 
gory covers an individual associate 
membership which is available to 
individuals in the point of purchase 
field who, in the opinion of the POPAI 
board of directors, can benefit and 
contribute to the industry by mem- 
bership, and are employed by firms 
which hold a company associate 
membership. The dues are the same 
as the company associate member- 
ship. 

Applications for the new member- 
ships are available from Norton B. 
Jackson, Point-of-Purchase Adver- 
tising Institute, 16 E. 43rd St., New 
York 17. v5 


for 


@ Spectacular success is as easy as 
1-2-3 when GOA goes “‘spectacular’’ 
for Chicago Northwestern and Union 
Pacific Railroads in Chicago. Here is 
streamlined design to sell streamlined 
travel. 


Why not let GOA spark your elec- 
trical and identification signs this way? 
Whether you need one sign or a thou- 
sand, the experience of the entire GOA 
organization is at your service. 


Call your nearby GOA branch office 
for full information, or write: 


General OTT ce Cerer am 


‘Spectacular” 


GOA “TRIPLE PLAY” 


TI. 
\_ PACIFIC 
POCO 


success 


Tate 
The West 


515 South Loomis Street 
Chicago 7, Illinois 


ww Reprints 


The following reprints of feature 
articles which have appeared in 
Advertising Requirements are now 
available: 


101...Time and Cost Guide for Produc- 
ing TV Films 
by Lee Randon, 
February, 1953 
..The Public's 
endars 
February, 1953 25¢ 


.All of the People Some of the Time 
by Nicholas Samstag, 
March, 1953 


..Display Package Builds 
Zymenol 
by Webster Kuswa, 
March, 1953 


.. let's Swap Ideas 
March, 1953 25¢ 


..Need To Save Money? Why Not 
Try Cartoons in Your Advertising? 
by Sid Hix, 

March, 1953 

. .Old Types Never Fade Away 
by Edward M. Diamant, 
March, 1953 25¢ 


..The New Look in Advertising Spe- 
cialties 
by William E. Coffman, 
March, 1953 25¢ 


.Do's & Don'ts for Television Com- 
mercials 

by Harry Wayne McMahan, 
March, 1953 25¢ 


55 Ulcer Reducers for Exhibitors 
April, 1953 25¢ 
..RCA Builds Dealer Prestige 

May, 1953 25¢ 
Do's & Don'ts for Better Engravings 
June, 1953 25¢ 
Three Dimensional Business Movies 
Become a Reality 

June, 1953 25¢ 


How To Design Packages for Self- 
Service 
by Frank Gianninoto 
May, 1953 
How To Build A Press Kit 
by Phil Richman 
June, 1953 
..Gadgets & Gimmicks 
Plymouths 
July, 1953 25¢ 
..Everyone Gets In On The Act With 
Lady Stratford 
by Herbert Baker 
July, 1953 25¢ 


Affect Im- 


25¢ 
Cal- 


Preferences In 


25¢ 
Sales for 


25¢ 


25¢ 


25¢ 


25¢ 
Help Sell 


.Unconscious Emotions 
pulse Buying 
by lea & Tek Osborn 


July, 1953 25¢ 


.21 Ways To Aid Dealers with 
Point of Purchase Material 
July, 1953 25¢ 


.Rear Screen Projection Solves Carl- 
ing's TV Problem 


June, 1953 25¢ 


Reprints of editorial features are offered here 
as a special service to AR readers. Please send 
number and name of article with exact amount 
in coins, stamps, or check to: Reprint Editor, 
Advertising Requirements, 200 East Illinois St., 
Chicago 11, Ill. 


Sorry, we can't handle credit orders under 
$1. We'll be happy to bill you for larger sums. 
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Perfect Location . 


. . At its permanent experimental farm near 
Hinsdale, Ill. International Harvester conducted a series of dealer 
sales meetings. Huge tent (rear) held nearly 1,000 spectators. Sur- 


’ >. 
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a \¥ = 
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and implements. 


y 


rounding area was used for field demonstrations. “Avenue of Prog 
ress" (center) displayed the new Farmall line of ‘‘Fast-Hitch’’ tractors 


International Harvester Staves 


Mammoth Dealer Sales Meeting 


It was not enough for the farm machinery maker to introduce 
revolutionary farm product with the biggest promotion program 


maa 


in its history. IH wanted its dealers to be part of the promotion 
and really become enthused . . . Its dealer show did this and more. 


By Larry Franklin 
AR Associate Editor 


International Harvester Co. (Chi- 
cago) hitched a mammoth sales pro- 
motion to a star, indoctrinated its 
dealers as an enthusiastic supporting 
cast, staged a six-week dealer sales 
meeting as act one, and is threaten- 
ing to extend its sales leadership in 
the farm implement field. 

The star of the show was Inter- 
national Harvester’s new “Fast- 
Hitch,” an unusual system of cou- 
pling tractors and machines. The pro- 
motion, including one of the biggest 
and most intensive advertising cam- 
paigns in the company’s history, was 
first introduced to representatives of 
the more than 5,000 International 
Harvester general line dealers at a 
sales convention held at the IH 
permanent experimental farm near 
Hinsdale, a Chicago suburb. 
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International Harvester’s hydrau- 
lic Farmall Fast-Hitch enables the 
farmer, without leaving his seat, to 
automatically couple or uncouple 
implements and tractor. Twin cou- 
pling beams on implements slip into 
hitch sockets on the tractor, the 
whole operation taking only a few 
seconds. Fast-Hitch is now being 
manufactured on the Farmall Super 
C tractor, which is the IH middle 
sized row crop tractor, a general 
purpose tractor. At the moment, 
Fast-Hitch has been adapted to 23 
farm implements. IH claims no 
other methods of hitching on the 
market today are as simple and effi- 
cient as Fast-Hitch. 


> Working in close conjunction with 
International Harvester, its adver- 
tising agency, Aubrey, Finlay, Mar- 
ley & Hodgson, (Chicago}, planned 
and completed all the promotional 


material and prepared all details of 
the sales meeting in approximately 
two months. The dealer show was 
first rehearsed in sections, after 
which a complete dress rehearsal 
was held. L. V. Owen, IH general 
supervisor of the general sales sec- 
tion, consumer relations department, 
supervised and directed the dealer 
show. He was assisted by Don Mc- 
Guiness, who wrote the working 
script, and Earl Hodgson of the 
agency. 

In this, its first country-wide 
dealer sales meeting, International 
Harvester wanted to impress _ its 
dealers wtih the many implications 
of the campaign. The primary pur- 
poses were: 


1. To display, demonstrate and im- 
press dealers with the qualities and 
saleability of the Fast-Hitch system 


2. To bring dealers up to date on 
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Dont throw me away! 
Read me, page by 


page again... 
lin the opportunity 


Z cxpitelize «2 "" 
Only YOU eve ' 
re in the ontver s stat 


° oprontumitt! 


INTERNATIONAL HARVESTER COMPANY 


180 NORTH MICHIGAN AVENUE + 


CHICAGO 1, ILLINOIS 


Promotion Booklet .. . Among the many materials |H prepared for its dealers was this 
24-page booklet which contained a complete list tie-in materials that IH offered dealers 


during its Fast-Hitch campaign. 


International Harvester’s complete 
line of farm machinery and its over- 
all progress in the field during the 
last few years. 


3. To give dealers a complete pic- 
ture of the coming promotion and to 
emphasize how dealers could and 
should participate in it. 


4. To a lesser degree, to encourage 
dealers to give more “on the farm” 
demonstrations, which IH feels are 


an integral part of selling in this 
field. 


5. To set up a prototype of state or 
county fair exhibits for dealers to 
follow. 


> To prepare its all day presenta- 
tions for the 8,000 dealers and dealer 
personnel who attended the show 
was a herculean job. District man- 
agers, who had previewed the show, 
invited the dealers to attend through 
letters and direct contact. No litera- 
ture was sent from the home office. 
Dealers were required to pay their 
own transportation, but such things 
as sleeping and eating facilities were 
paid for by IH while dealers at- 
tended the meeting. The success of 
this method of building interest is 
shown by the fact that attendance 
at the meeting included representa- 
tives of nearly 95% of the IH deal- 
ers, in spite of the limited advance 
ballyhoo. 

The sales meeting was arranged so 
that each group of dealers from one 
or more of Harvester’s 71 district 
sales office territories would attend 
for one day, then leave to make 
room for the next group. Most of the 
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meetings were held in a huge tent, 
similar to the kind used at state 
fairs, which accommodated about 
1,000 spectators. The arena in the 
tent was used to demonstrate the 
machines, and a loud speaker system 
was employed for announcers, sing- 
ers, and a small band. The nearby 
IH experimental farm was used for 
field demonstrations. 


A typical day included: 


e Welcome 
morning. 


speech started the 


e “Parade of Progress,” in which all 


International Harvester tractors and 
equipment, except the Fast-Hitch 
line, were paraded around the tent. 


e Revue of 77 new machines de- 
veloped and made available in the 
last 770 days, emphasizing the fact 
that IH has produced a new machine 
every ten days during the last two 
years. 


e Introduction of the Farmall Su- 
per C tractor with Fast-Hitch, ex- 
planation of the system and demon- 
stration in action. 


e A parade of Fast-Hitch tractors 
pulling the most important imple- 
ments being manufactured with the 
Fast-Hitch. 


e A parade of other implements 
which will be adopted to Fast-Hitch. 


e An ingenious and _ hard-selling 
“tractor square dance.” 


e Finale, bringing back the com- 
plete Fast-Hitch line. 


e Outside field demonstration of 
Fast-Hitch equipment, with dealers 
divided into small groups and ro- 
tated from plot to plot. 


e Lunch served cafeteria style in 
a separate tent. 


e Afternoon session began with de- 
tailed discussion and demonstration 
of each phase of the coming promo- 
tion. 


e Talks, speeches, and general dis- 
cussion. 


> Each demonstration was accom- 
panied by appropriate narration. 


Swing Your Partner .. . Specially trained International Harvester drivers conducted a 
“Tractor Square Dance” to the tune of ‘Turkey in the Straw.” A Farmall tractor and driver 


acted as the man and a ‘Fast-Hitch 


implement as the girl. Not only was it good enter- 


tainment but, as each driver guided his tractor through the motions of a regular square 
dance, the coupling and uncoupling efficiency of the “Fast-Hitch’’ system was demonstrated. 
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Promotion Plus “Better shopping’ 


was the point emphasized to dealers at the 


IH dealer sales meeting as each tractor paraded a cardboard shopping basket before them. 
On each basket was printed a different phase of an IH dealer promotion which was dis- 


cussed for introducing the new ‘“'Fast-Hitch 


Clever music and song _ parodies 
were used throughout. For example, 
“The Eyes Of Texas Are Upon You” 
was played when the Texas dealers 
arrived, or music was played repre- 
senting the season during which a 
particular implement is used. 

The “tractor square dance” com- 
bined not only unusual entertain- 
ment, but hard-sell as well. A group 
of four specially trained drivers ac- 
tually performed a square dance 
to the tune of “Turkey In The 
Straw.” A Super C tractor acted as 
the man and a Fast-Hitch imple- 
ment became the gal. The tractors 
spun the “gal” around, let her loose, 
joined again, coupling and uncou- 
pling, all to the movements of the 
caller. The efficiency and dexterity 
of the Fast-Hitch system was dis- 
played to the dealers with dramatic 
impact. The calls for the square 
dance went, for example, “Now join 
hands and circle to the left 
with the tractor in the lead and 
the tools in step. . . . Swing along to 
the engine’s roar... see how Fast- 
Hitch lets you do more.” 


> International MHarvester’s Fast- 
Hitch campaign was highlighted by 
undoubtedly the biggest farm ma- 
chinery ad ever run—a four-color, 
eight-page gravure insert, which ap- 
peared in 30 state and regional farm 
publications. A full-color page was 
run in five national farm magazines, 
plus spot radio announcements over 
94 farm belt radio stations, exhibits 
at 14 state fairs, and a host of dealer 
promotional and advertising ma- 
terial. 
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farm line. 


Each dealer at the meeting was 
given a sales promotion kit which 
included two copies of the eight- 
page ad, with the back changed to 
enable it to serve as the cover of a 
self-mailer. Also included in the kit 
were a 24-page promotional book- 
let which contained complete ad 
schedules and a complete list of 
available tie-in material, a demon- 
stration instruction booklet, a sales 
bulletin on Fast-Hitch, a Fast-Hitch 
consumer catalog, proofs of four 
dealer newspaper ads, mats and 
proofs of publicity pictures, scripts 
for six radio spot announcements, 
and order blanks for obtaining more 
of the sampled material and other 
tie-in devices. The jacket of the 
dealer kit contained pockets for in- 
serting promotional material. 

Available to the dealer for $8.50 
was a carton of promotional ma- 
terials containing 90 copies of the 
eight-page self-mailer, 100 give- 
away tape measures, four Day-Glo 
auto bumper signs, a 28x38” full- 
color blowup of the national ad, 
four window streamers, and a set of 
20 tractor display arrows designed 
for pasting on the tractor to point 
out special features. 

Also available to the dealers were 
View-Master stereoscopes with light 
attachments and two reels of color 
transparencies for $5.50, and six 
radio transcriptions on one record 
for $3. Newspaper mats were avail- 
able on order without charge. Three 
movie playlets and a TV spot an- 
nouncement could also be ordered. 


>» Not content at the sales meeting 





| YOU'LL SELL MORE| 
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Send for Free Folder. 


k 
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/IVEL CORPORATION | 


} 96-20 43 Ave., Corona 68, N.Y.C. 7 3 


Out of advertising’s 
$6,000,000,000 annual budget .. . 


the readers 
of AR spend 


$3,000,000,000 


A.R. goes only to actual buyers of 
advertising materials, equipment, and 
services, and goes to far more of 
them than are included in the audi- 
ence of any other publication. 


It provides the specialized editorial 
information which these buyers need 
and want, and which they cannot 
obtain anywhere else. Editorially and 
circulation-wise, Advertising Re- 
quirements covers your field specifi- 
cally, with power and penetration 
never before available. Write today 
for details on the truly amazing re- 
sponse which this new publication is 
producing. 


Mawertising 


Requirements 
200 E. Illinois St. Chicago 11, Il. 
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with simply arousing enthusiasm in 
the Fast-Hitch, International Har- 
vester designed its promotional ma- 
terial and demonstration time to 
stimulate an extensive dealer fol- 
low-up campaign at local level. Two 
promotions were emphasized: 

1. A new product exhibit. 

2. A public demonstration. 

Both were discussed in detail at 
the sales meeting and covered in the 
sales promotion booklet. 

For the new product exhibit, it 
was first suggested that dealers 
decorate their showrooms with the 
display items provided. Methods 
suggested to get people interested in 
attending the exhibit included hand- 
ing out copies of the Fast-Hitch cat- 
alog and eight-page ad, announcing 
it over the radio, sending out special 
invitations, running an exhibit an- 
nouncement ad provided in the kit, 
use of publicity stories, and using 
the auto bumper signs as reminders. 


> To maintain customer interest in 
the exhibit, it was suggested that 
dealers hand out reprints of the 
newspaper ad as handbills or drive 
the new tractor around. While at the 
exhibit, customer enthusiasm might 
be aroused through use of the 3-D 
slide viewer. Customers should also 
be invited to fill out prospect cards 
while at the exhibit. Upon receiv- 
ing these cards, the IH home office 
would mail additional advertising 
material to the prospect. A good 
time, it was suggested, to invite cus- 
tomers to the dealer’s public dem- 
onstration, would be while they are 
attending the exhibit. 

Methods used to announce the ex- 
hibit could also be used to announce 
the public demonstration, including 
newspaper use of a public demon- 
stration announcement ad provided 
in the kit. Dealers, it was suggested, 
should first classify their best pros- 
pects, select a centrally located farm 
site, then prepare to show imple- 
ments most appropriate to the re- 
gion and in which the prospect is 
most likely to be interested. A spe- 
cial demonstration booklet, included 
in the dealer kit, explained in detail 
how to: 


Prepare for a demonstration. 

Choose a suitable location. 

Lay out the demonstration field. 
® Select proper demonstration 
equipment. 

@ Demonstrate and explain Fast- 
Hitch system and Fast-Hitch coup- 
ling. 

@ Demonstrate Fast-Hitch in dif- 
ferent actions. 

@ Demonstrate tractor pull-power. 
@ Demonstrate Fast-Hitch with dif- 
ferent implements. 
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New... avtometic hitching 
with FARMALL 
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for the McCormick’ Farmell’ Seger ¢ 


4. SOST BACK (MN 


Eight Page Ad... . Shown is the front 
page of an eight-page, full-color insert, un- 
doubtedly the world’s biggest farm machin- 
ery ad, which ran in 30 state and sectional 
farm papers to introduce the new IH ‘‘Fast- 
Hitch’ tractor and implements. This page 
was also run in color in national farm 
magazines. Copies of the eight-page insert, 
with the front page changed to serve as a 
self-mailer, were made available to IH 
dealers. 


@ Follow-up with private demon- 
strations. 

International Harvester has main- 
tained its position as leader among 
the large line manufacturers. Indi- 
vidual dealer sales volume has been 
showing a steady increase. Two big 
reasons to expect even larger sales 
are the introduction of Fast-Hitch, 
which should put IH high on the 
progress chart, and a _ well-coordi- 
nated and enthusiastic dealer organ- 
ization. This year’s sales volume 
should certainly get an additional 
shot in the arm from International 
Harvester’s highly successful dealer 
sales meeting. 44 


Prefabricated Exhibits 
Described in Portfolio 


Drawings and descriptions of 10 
versatile prefabricated exhibits, 
many with interchangeable sections, 
are collected in a catalog portfolio put 
out by Functional Display Inc. (New 
York). 

The display exhibits are of per- 
manent construction, made of ply- 
wood and Masonite. They have a 
lacquer finish that is washable and 
durable. Each prefabricated exhibit 
is carefully packed in a specially con- 
structed shipping case. The exhibits 
are put together with wing nuts and 
bolts—no tools are required to set 
them up at shows. 

The catalog shows the different ar- 


rangements possible with each of the 
ten exhibits. Prices range from $276! 
to $970, with most of the exhibits de- | 
scribed costing around $350. Dimen-: 
sions of the exhibits, of each com- 
ponent and shipping case are listed 
in the catalog. 


For your copy circle No. 1043 on the 
Reader's Service Card inside back cover 


Folder Lists Self-Pack 


Convention Displays 


Ohio Displays (Cleveland) has 
issued a four-page illustrated folder 
describing its line of self-contained 
convention displays. The folder de- 
scribes three models which are said 
to be adaptable to almost any type 
of product. 

The compact exhibition units, 
known as E-Z Packs, are made to 
self-fold into a single shipping case. 
The displays are three-dimensional 
and have facilities for storing sam- 
ples and literature. All wiring is 
complete and the entire unit can be 
installed by one man, without special 


skills. 


For your copy circle Neo 
Reader's Service Card 


November Ad Essentials 
Show to Run Three Days 


The Second Advertising Essentials 
Show, sponsored by Advertising 
Trade Institute Inc. (New York), 
will be expanded to three days, it 
has been announced by Thomas B. 
Noble, ATI chairman. The second 
show, to be held Nov. 16-18, will 
require three times the space de- 
voted to the first show held this 
spring. 

The fall exposition of advertising 
supplies and services will take over 
the grand ballroom and all adjacent 
19th floor ballrooms of New York’s 
Hotel Biltmore. This will give the 
show three times the space devoted 
to the first exposition which pre- 
sented over 100 exhibits of graphic 
arts, display producers, art services, 
photographers, premium marketers 
and other specialized advertising 
services and supplies. 

According to Mr. Noble, the fall 
show will have over 150 larger and 
new exhibits of the advertising arts 
and crafts. More than 6,100 admen 
attended the first exposition, but, 
with greater facilities available, an 
even larger crowd is expected for 
the fall show. 

A folder giving complete details 
on the show is available to pros- 
pective exhibitors. 


For your copy circle No. 1045 on the 
Reader's Service Card inside back cover 
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Sales Port 


By W. V. Cunningham 
Western Advertising Agency 
Chicago 


Most sales portfolios are designed 
to sell a company’s complete line of 
products, but in the case of the Mid- 
land Industrial Finishes Co. (Wau- 
kegan, Ill.) one single product in its 
line, presented so big a potential that 
a complete sales and advertising 
campaign was built around it, in- 
cluding a special sales portfolio 
created to help the salesman make 
the most convincing presentation in 
the shortest period of time. 

The product is Sicon (Si’con), a 
heat resistant finish said to be the 
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first successful commercial finish to 
utilize the amazing silicones in its 
foundation. Silicones, of course, be- 
cause of their well known stability 
under heat, have made possible tre- 
mendous improvements in products 
where heat is a problem, of which 
protective coatings, like Sicon, is 
only one of many outstanding ex- 
amples. 


In designing the Sicon portfolio 
the same strategy was followed that 
had proved successful in the adver- 
tising program —a _ straightforward 
story of what Sicon is, its relation to 
silicones, what it can do, its physi- 
cal and chemical characteristics, the 
temperatures that it can withstand, 


PRINTING AND BINDING 


Midland 


wanted a sales por 


industrial Finishes Co. 
tfolio to sell 


uct. Th 


steps the 
oping it 
qood guide 


blem 


etc., backed by strong case examples, 
engineering statistics, and a list of 
users. 


> The big news about Sicon this 
year is the different colors that are 
available which will withstand high 
temperatures of 400°-600°F. without 
blistering, peeling, powdering, and 
without losing film integrity. Thus 
color was the keynote in planning 
the physical appearance of the port- 
folio. The binder is blue, with stand- 
ard three-ring metal. Silver stamp- 
ing on the blue binder provides an 
attractive colorful note. Tab finders 
are vari-colored, not only for ap- 
pearance, but to spotlight each clas- 
sification for instant reference. The 
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BOUND 

to induce 
Reference 
and 
Preference 


call 


SLOVES 


for portfoties 
sales kits 
NEW easel binders 
IDEAS merchandise- 
presentations 


Algonquin 5-2552 


Fastest Service 


Buyers of Printing 
between 
Davenport and Chicago 


Len Holmgren Ted Nelson 


You have no doubt been exposed to the 
solicitations of many printers. And now, 
here are Wagners Printers also asking for 
your business. The right decision is often 
difficult to make. Each shop can show many 
samples of fine craftsmanship — and prices 
may be comparatively even. However, there 
is another important attribute that Wagners 
possess in an unusual amount—one that has 
appealed strongly to many printing buyers. 
That is the ability and willingness to work 
wholeheartedly with creative and produc- 
tion men to achieve the results you want. 


The two Wagners service men shown wel- 
come an opportunity to prove it, by action, 
on your next job. Letterpress or offset. In 
the meantime write for our house organ, 
“Printing Pointers”. WAGNERS, Printers, 
Davenport, Iowa. 
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Classified Material .. . Inside view of the Sicon portfolio shows how the sales material 
was classified and separated with tabs. Each portfolio contained material in six classifications, 


which covered basic sales points. 


tabs are specially printed and pro- 
tected by plastic reinforcements for 
greater strength and to avoid soiling. 
The tab sheets separating the clas- 
sifications are also reinforced on the 
metal side so that the punched holes 
will not pull out easily. Acetate en- 
velopes used in the portfolio are 
bound on three sides by a white 
beading which lends extra color as 
well as providing extra protection to 
photos, charts, drawings, etc. 


> The classification of material, based 

on previous sales experience, is as 

follows: 

1. What is a silicone? 

2. Users of Sicon (nationally known 
firms). 

3. Sicon applications (photos of 
product applications). 

4. Sicon in colors—featuring color 
photos of further applications 
and reprints of special editorial 
articles on silicone coatings. 

5. Current Sicon advertisements. 

6. Engineering specifications of 
Sicon-finished products. 


> Reports from salesmen using the 
new portfolio are very favorable. The 
most effective single classification is 
the one containing actual photo- 
graphs of product applications. 
Furthermore, salesmen have found 
that when they bring out the Sicon 
portfolio, prospects are impressed 
by its handsome, high quality ap- 
pearance. The well-classified ma- 
terial enables the salesman to pre- 


sent his story logically without fum- 
bling for this item or that, and with- 
out wasting the prospect’s time or 
losing his initial interest. The port- 
folio is small enough so that the 
prospect does not wince when it is 
placed on his desk. It will fit a car- 
rying case, yet is large enough to 
hold complete data and still leave 
room for expansion. 

Standard three-ring sheets are 
used so that any salesman at any time 
can easily add pertinent data. Side 
pockets were deliberately omitted 
because it was felt that such pockets 
often become a catch-all for odds 
and ends which detract from neat- 
ness of appearance and prevent an 
orderly presentation of sales points. 


> The experience of designing and 
producing the Sicon portfolio has 
provided a few pointers which may 
be of some value to others faced 
with the task of getting out a sales 
portfolio. 


1. Choose a company noted for 
quality and work closely with the 
salesman to whom you give the 
order. Heinn Co., (Milwaukee) pro- 
duced the Sicon portfolio. 


2. Insist on double checking sizes 
of acetate sheets, tab extensions, etc. 
It is extremely important that the 
contents — data sheets, reports. 
graphs, photos, etc.—line up flush on 
all sides for neat appearance. Much 
can go wrong in this direction un- 
less you check each step carefully 
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with the company producing the 
portfolio. On photos, for example, 
we found that ordinary 8x10” glossies 
will fit acetate envelopes easily 
enough but do not look just right. 
We interleaved blue paper—by in- 
serting 812x107” sheets in the ace- 
tate envelopes, then inserting a photo 
on either side. The blue interleaving 
leaves a pleasing margin around the 
photos, though assembly time or 
bindery work takes a little longer. 


3. In planning your material decide 
ahead of time how big a binder you 
want. We originally chose 1” metals 
but later changed to 114” metals in 
order to provide a reasonable amount 
of room for additions, and to avoid 
a crammed-full appearance. If you 
stuff a binder it does not lie open 
nicely, and the extra pressure on the 
punched hole side makes sheets tear 
out easily. 


4. Make everything as graphic as 
possible. In the Sicon portfolio about 
80°%, of the material was visual. 


5. Avoid too much of an appearance 
of a catalog. The portfolio should be 
dynamic and dramatic to hold the 
attention of the prospect. 


6. Your first estimate of cost per 
portfolio may be wrong! Our first 
estimate in planning the Sicon port- 
folio was around $18 each. When the 
costs were all in—binders, tab print- 
ing, photographing, mimeographing, 
checking, and bindery time — the 
total cost came closer to $25 each. 44 


Jensen Kit Contains 


Ideas for Printing 


Examples of how modern printing 
production facilities make a number 
of seemingly difficult jobs simple 
are featured in a handy idea kit 
published by Jensen Printing Co. 
(Minneapolis). 

The kit, itself, has an unusual 
format. Three flaps hold the con- 
tents securely while a tab at the top 
of the cover slips through a die-cut 
opening in the top flap, converting 
the kit into an _ identified “file 
folder.” Included in the kit are ac- 
tual demonstrations of special ef- 
fects achieved through various 
production techniques making use 
of modern equipment. Each of the 
techniques is featured on a separate 
card. Included are: 


e Plastic binding. ... The card ex- 
plains: “Plastic binding immediately 
lifts a booklet or a piece of ad- 
vertising out of the ordinary by 
adding color, smartness and a look 
of distinction. Aside from beauty, 
this type of binding is very conveni- 
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ent and practical, especially for 
utility books such as _ catalogs, 
price books, etc.—books that are 
used frequently and should lie flat 
when opened.” The card lists 13 dif- 
ferent colors of plastic binding 
available and suggests 15 uses. 


@ Wire stitching. . . . This card ex- 
plains the use of modern multiple- 
head stitchers and shows an example 
of a side-stitched pad in which four 
wire staples were applied in one 
operation. 


e Tinning. ...A small sample of a 
card with metal edging and a hang- 


Edward Ernstein 
Secretar) 


Earle Ludgin & ¢ 


ing loop is attached by a string to 
another insert in the kit. The insert 
explains: “Metal edgings with hang- 
ing loops are not only convenient 
for handing calendars, hangers, dis- 
plays, etce., but they are virtually 
necessary to preserve and keep in- 
tact the article to be exposed for 
public view.” According to the in- 
sert, tin edgings can be applied to 
from one to 12 sheets of paper, six 
to 30” wide. Seven available colors 
are also listed 


e Stringing of Sales Tags. ... An- 
other card in the kit shows two 
typical product tags which have 


Service Mounting & Finishing Co., 


A division of 


SERVICE BINDERY CO., Inc., 


2241 S. Wabash Avenue, Chicago 16 


* Portfolio 
Specialists 


CAlumet 5-3224 


Finishers of Advertising Displays for Advertisers « 
* Lithographers ¢ Printers ¢ 





20 YEARS of 


SPECIALISTS IN: 


Display Binders 
Salesman’s Portfolios 


Easel Presentation 
Binders 


Proof Books 


ADVERTISERS DISPLAY BINDER CO. 
17 West 45th St., New York 36, N. Y. 
Tel. JUdson 2-2468 


HIGH FIDELITY 
REPRODUCTION 


by any process on any 

stock from newsprint 

to Kromekote. Write 
for free brochure. 


Rei tuita wood 


cuts 
SANDER ENGRAVING CO. 
542 S. Dearborn, Chicago 5, HA 7-2082 


been punched, strung, knotted and 
counted in a single operation. 


e Binding methods. ... A fifth card 
includes three miniature booklets. 
The first has been bound without 
wire or plastic, but “paste-bound”’ 
and trimmed in one operation. The 
second booklet shows the use of 
wire stitching on a modern machine 
which trims and binds in a single 
operation. The third booklet illus- 
trates the use of rounded corners. 


@ Die-cutting. ...A die cut chef is 
the next exhibit in the kit. The card 
to which it is attached explains the 
advantages of die-cut advertising 
pieces. 


@ Punching, drilling and perforat- 
me. ..sd A variety of punching, dril- 
ling and perforating techniques are 
illustrated on a special sheet in the 
kit. It shows four types of perforat- 
ing; crimping used for ledger sheets, 
covers, albums, etc.; scoring; 13 
types of punching, and 13 drill sizes. 
The kit is a valuable aid to any 
buyer of printing. The samples and 
the techniques used in _ printing 
them offer a handy idea source. 


N 


Co 


Tom Sawyer Scenes 
Shown on Calendar 

The Harris-Seybold Co. (Cleve- 
land) has blended map and artwork 


into one illustration for its mid-year 
calendar depicting the places and 


BLUEPRINTERS 
PHOTOSTATERS 
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ARCHITECTS 
LITHOGRAPHERS 
ENGRAVERS 
PRINTERS 
ADVERTISING 
AGENCIES 
ARTIST, AND OTHERS 
IN THE GRAPHIC 
ARTS INDUSTRY 


Semco Reduction-Viewer is an innovation in the advertising, reproduction, and allied 
fields, in that it provides a quick, accurate method of visualizing the effects of reduction 
on all types of copy. Measured reductions to !/3 the original size may be viewed instan- 
taneously. Compact, efficient and moderate in cost, no other reducing glass offers the 
simplicity and ease of operation that has been engineered into the Semco Reduction- 
Viewer. The design permits both hands freedom to manipulate copy while viewing. The 
savings that are to be yours can best be appreciated by its day to day use and justifies 


your immediate purchase of one or more, 


ORDER TODAY FROM ... 


SPAULDING-MOSS COMPANY 
42 FRANKLIN STREET, BOSTON 10, MASS. 


D COMPANY 


Tom Sawyer .... This illustrated mid- 
year calendar, depicting the activities and 
places of Mark Twain's Tom Sawyer, was 
distributed to printers throughout the coun- 
try by the Harris-Seybold Co. (Cleveland). 
The colorful, picture-map calendar, painted 
by artist Everett Henry and produced by 
Brown & Bigelow (St. Paul), was printed 
on 50% rag content ivory stock and meas- 
ures 27x31”. 


events in “The Adventures of Tom 
Sawyer,” by Mark Twain. 

Actually a picture-map, the color- 
ful painting was done for Harris- 
Seybold by artist Everett Henry. Mr. 
Henry illustrated the painting in two 
different perspectives, using both a 
flat map and horizon technique. In 
planning the calendar, Harris-Sey- 
bold endeavored to produce an over- 
all “graphic arts feeling” which 
would be attractive as well as useful. 

Before beginning the illustration, 
Mr. Henry had the assistance of the 
Mark Twain museum at Hannibal 
and Mr. F. T. Russell of the Hannibal 
Chamber of Commerce. The map and 
all its details were reviewed by H. 
Mueller of the Twain Memorial Li- 
brary in Reading, Conn., where 
Twain spent the last years of his 
life, to make sure that all the details 
of the painting were compatible with 
Twain’s descriptions in the popular 
book. 

The 1953-54 mid-year calendar 
was produced by the Brown & Big- 
elow Co. (St. Paul) on a two-color 
Harris 42x58” offset press. 50% rag 
content ivory stock was used for the 
calendar, which measures approxi- 
mately 27x31”. 44 


Krueger Booklet Shows 
Details of Lithography 


The complete story of lithographic 
printing—from designing the copy 
to printing and filing of plates—is 
told in a picture booklet published 
by W. A. Krueger Co. (Milwaukee). 
The booklet, entitled “A Pictorial 
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Demonstration of the Lithographic 
Process,” has 24 pictures showing 
every major step in the production 
of a lithographic-printed piece. 
While the story is told in very 
simple terms, the booklet should be 
of interest to anyone who uses offset 
printing or may have occasion to 
use it in the future. The large, clear 
photographs help to explain many of 
the more technical phases of the 
process. 
For your copy circle No. 1040 on the 


Reader's Service Card inside back cover 


Remington Binder Line 
Illustrated in Booklet 


Illustrations and descriptions of 
over 20 loose leaf binders for sales 
and reference purposes are featured 
in a new 40-page booklet, “Binders 
That Build Business,” released by 
Remington Rand Inc. (New York). 

Improved locking and unlocking 
mechanisms of the new Remington 
binder line are featured in the book- 
let. Also illustrated is a wide range 
of holding devices, posts, prongs and 
rings designed to fit a variety of 
sheet punching requirements. 

Also introduced is Remington’s 
“Rem-Bossed Process,” a_ printing 
and embossing process which per- 
sonalizes each binder. Identification 
characteristics such as trademarks, 
logotypes or corporation seals can 
be retained without embellishment 
or distortion. 

Such features as flat reference, 
more capacity, superior styling and 
flexibility of the binders are listed 
in the Remington booklet. Reming- 
ton binders use impregnated Buck- 
ram for cover material which is said 
to stand up well under use and will 
not peel or chip. 


Pantone Flyer Lists 
Color Card Facilities 


Pantone Press (New York), color 
card printing specialists, has re- 
leased a flyer listing its facilities. The 
flyer states that Pantone can ac- 
curately match any color, make flat 
or gloss finish swatches, has art and 
copy facilities and can produce 
cards any size up to 19x25”. 

Two examples of Pantone’s work 
are a fabric dye chart and a lipstick 
counter display card. The dye chart 
folder has 82 different color ex- 
amples actually printed directly 
upon the card. The lipstick display 
card shows nine different shades of 
lipstick printed on embossed lips. 


e No. 1042 on the 


Readers Service Card inside back cover 
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—)A USABLE “GIVE-AWAY” THAT 
KEEPS THE COMPANY NAME 
BEFORE THE PROSPECT DURING 
ALL HIS WORKING HOURS... 
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iF YOU WISH 


DEALER IMPRINT OPTIONAL 
AT EXTRA COST 
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GOES HERE COMPANY’S PRODUCTS 
ILLUSTRATED 


Imitation leather corners 
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Firm cardboard back 


TANDARD PRINTING co. 50 sheets... more than a 
DEPT. AR — HANNIBAL, MO. month’s supply 


We 


and additional information on the 


Stitched and taped paper sheets 


are interested in receiving prices are perforated 


Giant Size Memo Pads: This 17 x 22 inch desk pad is ideal for 


Name 


Company 
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City 


company gifts to any buyer of its prod- 
ucts or services. The user can jot quick 
memos, names, phone numbers, etc., yet 
have a clean working sheet the next 
State morning 


e cf , for OFFICE or HOME 
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for LITTLE OVER 1 CENT 35 


ALBUMS 
REPORTS 
CATALOGS 


PAMPHLETS 


THE KITS 
for yourself at local 
stationers and photo commercial 
supply shops Or write 


TAUBER PLASTICS. Inc. 


PRESENTATIONS 200-AHudson St @ New York 13, N Y @ WOrth 4-562) 
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Orville Johler, Vice-Pres. 
and Adv. Mgr., I.G.A. says, 
“Chicago Offset certainly 
does a fine job.” 
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CHICAGO OFFSET 


PRINTING COMPANY 
610 W. VAN BUREN 


STate 2-3694 


Sint ng 
Later é 


Automatic silk-screen equipment 
for speed and economy. Spe- 
cialists in short run, large sur- 
face printing for outdoor and 
indoor advertising. 


4-COLOR SCREENOLITH 
PROCESS 


sot arate tage 
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7h 
The highest quality, lowest cost 


silk-screen printing in the United 
States. 


Halls Wechbolon 


1570 S. FIRST ST., MILWAUKEE, WIS. 


OFFICES IN: New York ©@ Boston ® 

Pittsburgh © Detroit ©@ Chicago ®@ 

St. Lovis © Dallas © San Francisco 
Seattle © Portland 


SCREEN 
PROCESS 
PRINTING 


And Cool Too . . . Demonstrating the 
versatility of silk screen process printing, 
pretty Marilyn Burtis, TV starlet, shows 
how silk screen printing can be done under 
water. The many applications of silk screen 
printing will be further demonstrated at 
an exhibition, called ‘Screen Process—The 
Magic Medium,” presented by the Los 
Angeles chapter of the Screen Process 
Printing Assn. at the Biltmore Hotel, Los 
paar on vasethiaiil 22 and 23. 


DPI New Pncaaiiien 
Firm On Cold Color 


Decorating Process Inc. (Balti- 
more) is a newly formed consulting 
firm on the uses of cold color deco- 
rating processes. Service will include 
the use of cold color in the chemical 
specialty field, decorating drums for 
foreign shipment, and small-run, 
custom application for private 
brands. 

“The advanced methods developed 
and employed by DPI,” said George 
Fuld, president of the new firm, “are 
geared to help solve many of the 
small as well as large quantity run 
labeling problems that now exist 

. . In many cases it (cold color) 
entirely eliminates the need for pa- 
per labels and the purchase of large 
quantities of lithographed contain- 
ers. In addition, it has the advantage 
of low cost equipment investment 
and maintenance.” 44 


“But, Chief, we're out of white enamel 
paper, so..." 
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$4800 Pitch Down the Drain! 


The elaborate presentation distracted attention 
from the solid facts and figures! Use Belford 
CLAREPORT*—they keep presentations stream- 
lined, clean and attractive without gimmicks. 
@ clear acetate cover, perfect visibility 
@ title page stays spetless! 
@ pages invisibly and firmly fastened 
@ additional inserts easy and quick 
@ holds up to 100 pages 
@ 24¢ eo. for 1000, 

30¢ ea. for 100, name 

imprinting slightly ex- 

tra! 


FREE for you! 
Write for sample! 


BELFORD CO., INC. 


317 West 47th Street 
Dept. B, New York 36 [4 
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Thorough 
|, Washington 


—— In 
Advertising Age 


Topay, more than ever 
in America’s history, the eyes of 
business are on the Nation’s Cap- 
itol. Stanley E. Cohen, AA’s 


Washington Editor, does a bril- 


proceedings and the decisions of 
special bodies, such as the Fed- 
eral Trade Commission, that are 
of great interest and importance 
to admen and advertisers. AA’s 

Washington news alone is suffi- 
cient reason for your subscription 
to “The National Newspaper of 
Marketing.” 


One full year of AA—52 issues 
—only $3.00—SUBSCRIBE NOW 
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By Maurine Christopher 


Every sponsor would like to find 
himself with a hit radio jingle on 
his hands. 

There is, of course, no surefire 
formula for a successful singing com- 
mercial. But there are guideposts 
which chart the way. 

A very good man to point them out 
is Phil Davis, who has created hun- 
dreds of radio-TV jingles for such 
top advertising names as Zest, 
Camay, Surf, Crisco and Bab-O. His 
advice on the do’s and don’ts of the 
business should prove helpful to any 
advertiser who is concerned with the 
production of spots. 


>The first “do” is a basic one: 
Write the lyrics before the music. 
The words take precedence for two 
reasons. This is routine procedure 
for the composition of songs; the 
tunesmith generally sits down to 
work after the libretto is finished. 
This order for musical commercials 
is even more imperative since the 
words are their raison detre; the 
words tell the product story; the 
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RADIO & TV PRODUCTION 


A leading creator of “singing commer 


cials’’ explains the basic rules for one 


of radio’s most effective advertising 


methods 


(> 


For Radio Spots 


music is merely a means of getting 
the story across. 

Once the order of production has 
been determined and the writer sits 
down to put the lyrics on paper, Mr. 
Davis advises: 

1. Regardless of how clever, catchy 
or captivating they may be, the 
lyrics are no good if they don’t get 
the product name across so the lis- 
tener will remember it. It isn't 
enough just to squeeze the product 
name in some place where it fits eas- 
ily; the brand name must be em- 
phasized. 

2. In general, simplicity is the thing. 
Don’t confuse the listener by trying 
to crowd in too many sales points in 
a short time period. It’s better to get 
one theme across completely than to 
leave several dangling in mid-air. 

3. Keep in mind the musical rhythms 
suggested by the product and select 
the meter and rhyme pattern ac- 
cordingly. A military march would 
hardly be appropriate for a baby food 
jingle; nor would a romantic waltz 
set the proper mood for a detergent 
sales pitch. 


4. Appeal directly to the potential 
buyer through the use of the word 
“vyou;” avoid “I” in your copy. 
Verbs strengthen a sales mes- 
sage; adjectives frequently tend to 
weaken it. 

6. Use words that are easy to un- 
derstand phonetically and to com- 
prehend mentally. 

7. Remember that somebody will 
have to sing your words and that 
they must be arranged so the vocal- 
will get a chance to breathe 
occasionally. 

8. Give the listener a strong reason 
for buying the product. Tell him 
what it does or what advantages it 


over that of a competitive 


9. Above all, remember that no mat- 
ter how well the words may look on 
paper, they may not “play.” If that 
is the unhappy case, it’s time to be- 
gin rewriting. 


> Assuming that the lyrics have been 
completed and that they are “sing- 
” the music, which is suggested 
not only by the words but by the 
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Try Out... 


Phil Davis (center), president and lyrical copy chief of Phil Davis Musical 


Enterprises; Alvin B. Fisher (left), radio and TV director of Lang, Fisher & Stashower, and Earl 
Paul, musical head of Phil Davis Enterprises try out a new musical jingle 


nature of the product to be adver- 
tised, follows naturally. For the 
composer who has a way with notes, 
that is. 

Many hit commercials, Mr. Davis 
points out, make use of special effects 
to get the attention of the audience. 
These may be anything from a 
whisper to a shout or from a tinkling 
bell to a bugle call. 

Once the audience is “in the 
house” (listening to the commercial), 
the musical theme should be in- 
triguing enough to hold interest. 
The best themes are recognizable even 
without the lyrics. But you should 
keep the theme closely enough asso- 
ciated with the brand name so that 
the mere humming of the tune will 
call the sponsor’s product to mind. 


> Setting a spot to a tune that is in 
the public domain is somewhat of a 
gamble — particularly for national 
and regional advertisers, who might 
find a small competitor making use 
of the same music. Well known 
tunes have the advantage of famil- 
iarity, but people who hum or sing 
them may not associate them with 
the advertised product. 

There are exceptions. Phil Davis 
Musical Enterprises couldn’t resist 
the “Oh, Those Golden Slippers” 
music when the company was as- 
signed to produce some spots for 
Hudepohl’s “Golden Brew.” The 
waltz of the flowers from Tschaikov- 
sky’s ‘“‘Nutcracker Suite” was 
adapted to give a vaguely familiar 
air to a new Zest jingle. 


> Selection of the tempo is based on 
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the character of the product and the 
use to which the commercials are to 
be put. Latin rhythms are a natural 
for coffee and bananas; United Fruit’s 
“Chiquita Banana” made such a hit 
as a jingle that it was converted into 
a popular song. The South Ameri- 
can beat also has been used to good 
effect in the Muriel cigar commer- 
cials. 

When Mr. Davis and his staff were 
faced with the problem of hew to 
talk about 28 flavors of ice cream in 
a Howard Johnson spot, they came 
up with a neat solution—a calypso 
style jingle. 

Most jingles are set to four beat 
music with two strong beats. A six- 
eight march works out well for spots 
scheduled during sporting events. A 
dreamy waltz may help soften up the 
potential customer for a sale. 


> When a sponsor schedules several 
jingles on the same program—such 
as a lengthy sports event —it is a 
good idea to vary the tempo. 

Most commercials are set to music 
in a major key—since the majors are 
gayer, brighter and more positive. 
But sometimes plaintive minors are 
selected for special effects as in this 
shuffle beat Falstaff baseball spot, 
where a rhubarb atmosphere is cre- 
ated with a minor key: 

When the players have a rhubarb 

You can bet the sparks'll fly 

In a game they don't agree on anything 
But once the game is over 

They all see eye to eye. 

(Here the music picks up with a 
switch to a major key as the jingle 


gets ready for a happy ending and 
the sales pitch.) 
There never is a rhubarb when 

they sing... 

Sing... Out... For... 
Falstaff beer, the right beer, yessiree! 
Falstaff beer is premium quality 
Choicest product of the brewer's art 
So sing out for Falstaff 
Sing out for Falstaff 
Sing out for Falstaff beer! 


> All this painstaking effort can be 
extremely rewarding if you come up 
with a haunting sales song that sticks 
in the mind. Whenever somebody 
sings or hums a catchy jingle, the 
sponsor gets another impression — 
and for free. The record to shoot at, 
for longevity at least, is Pepsi-Cola’s. 
During World War II Pepsi-Cola’s 
jingles had been so drummed into 
American ears that when a group of 
U. S. flyers on duty in Russia was 
asked to sing a typical American 
song, they gave out with: 
Pepsi-Cola hits the spot 
Twelve full ounces 
That's a lot 
Twice as much for a nickel too 
Pepsi-Cola is the drink for you 


> With the words and basic music 
on paper, it is time to decide what 
instruments and voices are to be 
used to bring them to life. The lyrics, 
the character of the advertised pred- 
uct and the desired mood play a 
major part in this decision. For a 
beauty soap Mr. Davis might recom- 
mend the “lush sound of strings,” for 
example. 

In a recent jingle for Green Mint 
mouth wash he combined flutes and 
bells to make sparkling, bright and 
bubbly music—a sound well suited 
to the item being advertised. Brass 
and woodwinds can be used for he- 
man products. 

The wrong type of vocalist can 
keep an otherwise potentially strong 
spot from capturing the public fancy. 
Here are some pointers: 

1. If a girl’s voice is to be used for 
an announcement directed toward 
women, make an audition record and 
test it on a few women to find out if 
her voice is acceptable to other 
women. Sexy, saccharine or affected 
female voices are not a wise choice 
to sell goods to others on the distaff 
side. 

2. In many cases, male singers are 
more likely to get the sponsor’s mes- 
sage over to the ladies; but when 
selling intimate items such as de- 
odorants, the one-woman-to-another 
approach is preferable. 

3. For homey utilitarian products 
such as starch, the voice—male or 
female—must be mature enough to 
carry conviction. 44 


Advertising Requirements 





By Walter G. Schoeman 
Vice President 
Ferber Corp. 


Among the many new develop- 
ments ushered in by World War II, 
was the revolutionary writing instru- 
ment logically christened the ball- 
point pen. The public was immedi- 
ately intrigued with this radical de- 
parture in writing technique. 

High powered merchandising com- 
bined with clever showmanship and 
tons of publicity caused the sale of 
the first ball-point pens to skyrocket. 
There seemed to be no end to the 
demand thus created. Some of the 
new pens were fantastically high 
priced. Others were ridiculously low 
priced. 

Under the circumstances, the in- 
evitable happened. Consumer inter- 
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TraT ta: as Lentil . 


The first Vu-Riter counter merchandisers (1 and 2) were a re- 
versible dispenser which held two dozen pens and a clear plastic 
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WINDOW & STORE DISPLAYS 


How Merchandising Units 


Help 


Ferber Sell Pens 


Ferber has used a variety of 


merchandising displays to promote the 


est seemed to die as rapidly as it 
had become enthusiastic. Skepticism 
replaced favor. The situation posed 
this fundamental question: Was this 
apparent failure due to the concept 
of the ball-point writing instrument 
—or was it the fault of that idea 
being inefficiently and incompletely 
applied? It was evident that the rush 
of poorly equipped manufacturers 
into the field threatened to kill the 
golden goose. 

Several manufacturers, however, 
drew the conclusion that here was a 
new industry with tremendous po- 
tentialities, needing nurturing and 
developing. Among these was the 
Ferber Corp. (Englewood, N. J.). 

We at Ferber decided to direct our 
efforts toward perfecting a good, 
smooth writing ball-point pen that 
would give long service, requiring 
no refilling and that would sell at 
such a modest price that the cus- 
tomer wouldn't hesitate to discard 
a worn out pen for a new one. Thus 
was born the Presdon Vu-Riter, now 
nationally retailed. 

The merchandising problem as to 
how to sell the public on the Vu- 


sale of its ball-point pens 


Riter’s special features without be- 
ing burdened with a prohibitive ad- 
vertising budget became the next 
order of business. This consisted of 
dramatizing: 

1. The Vu-Riter’s long, visible ink 
supply. 

2. Its new, patented, triangular 
shape that fits the natural curve of 
the hand. 

3. Its permanent, instant-drying ink. 
4. That the Vu-Riter comes in four 
sparkling colors—ruby red, emerald 
green, amber, crystal-clear. 

5. Unbiased laboratory tests by one 
of America’s leading, independent 
research laboratories verified that 
the Vu-Riter contains enough ink 
to write continuously for 110 hours. 
(This is about twice as much writing 
as any other comparable pen.) 


> Up to this time, all pens—ball- 
point or conventional—had never 
been merchandised on cards holding 
more than one dozen instruments. 
We at Ferber felt that this situation 
called for a change which would be 
equally advantageous from the job- 
ber’s, dealer’s and manufacturer’s 


ae 


4. 


four-dozen holder. Later the basic design of these merchandisers 
was retained but improved to produce two new displays (3 and 4). 
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viewpoints. This resulted in the in- 
dustry’s first attempt at displaying 
two dozen Vu-Riters on the same 
display card, yet occupying no more 
counter space than one dozen did 
before. This was accomplished by 
designing the display in such a 
fashion that, if necessary, the card 
could display only one dozen at a 
time, and then be reversed to reveal 
another dozen. This first two dozen 
Vu-Riter display card (illustration 
1) met with instantaneous accept- 
ance from both dealers and consum- 
ers. Such a pioneering venture soon 
induced competitors to also adopt a 
two dozen display, which has now 
become an established standard. At 
last, with the public’s confidence in 
ball-pens finally restored, Ferber 
felt completely vindicated. 

With healthy restlessness, the Fer- 
ber Corp. soon felt that some sort of 
“eye-stopping” transparent display 
holding four dozen Vu-Riters would 
meet with equally pleasant results 
(illustration 2). We created a small, 
compact, acetate display, 3” in di- 
ameter by 5” high, which immediate- 
ly found its way to the top of, or near 
cash registers of dealers. Customers 
paying their checks frequently felt 
impelled to purchase a Vu-Riter as 
one of those last minute impulse 
items. 


> The time had now come, we felt, 
to call in the services of a small but 
capable advertising agency; one that 
would devote more than “necessary” 
time to our needs; one that would 
exert personal efforts similarly to 
setting up our own special advertis- 
ing department. After considerable 
recommendation, we chose the per- 
sonalized services of Lou Kashins 
Advertising (New York), special- 
izing in modest-budget accounts. 
Within three years, we had upped 
our extremely small budget more 
than 500% of its original appropria- 
tion. This budget is allocated to point 
of purchase material; trade publica- 
tions; small space consumer ads; 


5. The current Vu-Riter display is this two- 
dozen holder which can be folded back to 
display only one dozen pens and occupy 
less counter space. 
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dealer aids; folders; streamers; 
broadsides, and color catalog sheets. 

It was now also felt that certain 
design elements in our displays could 
stand an overhauling. Illustrations 3 
and 4 speak for themselves as com- 
parative before-and-after evidence. 

Continuous market research, how- 
ever, led us to still another change in 
our two dozen display card for pens 
—a three dimensional reversible dis- 
play, quite unlike any other on the 
market (illustration 5). 


> Subsequently, an added display- 
problem arose: to design an individ- 
ual card, holding only one Vu-Riter, 
specifically for chain store sales. 
Here, too, (illustration 6) the results 
have been excellent and are con- 
stantly growing. 


6. Ferber developed a special individual 
pen card for chain store and self-service out- 
lets. 


Additional research convinced us 
that the public was literally “hun- 
gry” for a somewhat deluxe ball-pen 
which would sell for about $1. From 
our now well established mechanical 
vantage point, and with our market 
and reputation on solid ground, there 
emerged the beautiful Presdon, 
which writes dry; its transparent 
Lucite, feather-balanced barrel con- 
taining special smearproof, perma- 
nent, non-transferrable ink; and 
meeting all federal and bank speci- 
fications for permanency against 
light and water. 

The Uniriter exceeded even our 
most optimistic expectations. Pre- 
sented to the dealer and the public 
on a sturdily constructed, one dozen 
display card (illustration 7), the Uni- 
riter has earned a high degree of 
popularity as a personally owned pen 
and as a prized dollar gift item. Each 
Uniriter is individually inspected and 
test-written before shipment and is 
sold with a factory guarantee. 

Thus, from a most inauspicious 
start five years ago, the Ferber Corp. 


7. Ferber used this merchandiser to intro- 
duce its new deluxe model ball-point, the 
Uniriter. 


has built itself into an important po- 
sition in the pen field. Our constant 
willingness to develop new methods 
by which to present our products to 
the public has played an important 
part in this progress. a4 


Corrugated Christmas 
Display Items Shown 


A new line of corrugated display 
murals, valances and trimmings for 
window, wall, pole or shelf displays 
described in a Christmas and Winter 
catalog issued by Sherman Paper 
Products Corp. (Newton Upper 
Falls, Mass.). 

The display pieces are available 
in a variety of designs: picket fence, 
stonewall, brick wall, winter scenes, 
icicles, Christmas bell and ornament 
designs, latticework and a variety of 
plaid and striped designs. Many of 
the designs are shown in the catalog 
in full color. 


The catalog also contains pictures 
and descriptions of a number of 
other Christmas display items in- 


cluding landscape and Christmas 
photo murals, cardboard Santas and 
complete backgrounds for windows 
and interiors. 


For your copy circle N 1058 
Reader's Service Card inside 


Flasher Cord Sets 


Shown in Brochure 


Seventeen different types of flash- 
er and cord sets are illustrated and 
described in a Betts & Betts Corp. 
(New York) brochure. The sets 
range from a single flasher cord unit 
to adjustable simultaneous flasher 
and four-socket cord set. Many of 
the sets have flasher units that can 
be set to turn on or off at desired 
times. The sets are used for illumi- 
nated displays. 


back cover 


For your copy circle No. 1059 on the 


back cover 
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Uses for Roll Displays 
Illustrated in Booklet 


A variety of uses for Progress 
Lithographing Co.’s_ (Cincinnati) 
unique continuous roll displays are 
pictured in a booklet published by 
the company. The rolls are from 
715” to 26” wide and from to 20’ to 
250’ in length and contain any num- 
ber of repeated advertising messages 
in one, two, three or four colors. 

The booklet shows 13 different 
ways to use the rolls for advertising 
purposes including around display 
tables, back-bar displays, window 
trimming, around cut cases, etc. The 
displays are printed on 50, 60, 70 or 
80-pound offset paper on _ special 
web-fed automatic offset equipment. 
They are tightly wound without 
cores to save on shipping costs; only 
a paper wrapper is required. 

The maximum length of a single 
design to be repeated on the rolls is 
4034”; the minimum can be any 
length which divides into 4034”. 


For your opy c e N« 1060 nthe 
Reader C 


Dutch Boy isan 
Paint Color Selector 


Keeping pace with the current 
paint-it-yourself boom is a new color 
selector display designed by Kay, 
Inc. (New York) for National Lead 
Co.’s (New York) Dutch Boy paints. 

The new paint merchandiser, the 
Dutch Boy Color Gallery, displays 
112 different colors for customer 
choice. The customer selects the 
color that appeals to him and the 
dealer, following the code imprinted 
on the back, mixes the color on the 
spot. 


A variety of contemporary ma- 
terials were combined in the con- 
struction of the Color Gallery. The 
frame is moulded plastic Styron. 
Doors are clear Plexiglas with 
hinges and knobs of chrome plated 
steel. The 26” x 32” x 14” deep unit 
is supported by a wooden frame and 
plywood legs. The legs are hinged 
so that the unit can be hung by 
hooks on a post or wall when not 
used on counters. 44 
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Direct Advertising 


3114 GRAND RIVER 
DETROIT 


TEmple 1-8117 


Member 
z POINT-OF-PURCHASE ADVERTISING INSTITUTE, INC. 


Only Falpaco 


has all: 


SPECIAL COATINGS FOR 
LETTERPRESS. OFFSET 
SCREEN PROCESS 


Whatever the process, you wiil find here — in 


one spot exactly the right FALPACO Coat- 


ing to suit your particular purpose. 

You will get better results every time, when 
you specify FALPACO COATED BLANKS, 
created for your method of printing... you 
can depend on it. Coated one and two sides 
and available in various plys for any process. 


Leading national advertisers specify 
FALPACO for their colorful and effective 
display pieces. Printers repeatedly tell us of 


their complete satisfaction, both in quality of 


work and lower production costs. 


See your paper merchant for samples and prices 
Distributed by Authorized Paper Merchants 
from Coast to Coast 


FALULAH 


COM PANY 


New York Office —500 Fifth Ave., N.Y. 36 
Mills: Fit Aburg, Mass. 





TEL-A-STORY Automatic 
Advertising Projector 


IDEAL FOR TRADE SHOWS, SALES 
MEETINGS AND POINT OF SALE 


The NEW ‘‘King-Size”’ 
with the 4 ‘‘plus”’ 


. 750 watt illumination 

. Direct projection 

. Square Screen 

. Shows all transparencies 
(Horizontal-Vertical-Square) 


mode! 
features 


For illustrated booklet, write Dept AR7 


TEL-A-STORY, INC. 


523 Main Street, Davenport. lowa 





--0€G5,B0ARO: | PANELS and FIXTURES 


help you solve your 
display problems economically 


There isa 
“Peg-Board”’ 
hanging fixture 
for practically 
any display 


‘“Peg-Board”’ perforated 

panels are available 

VP Pee lil ee ld 
Ate ee Reeder) 
are onlin. 


centers 


**Peg-Board’’ is 
the Reg. T.M. of 
B. B. Butler Mfg. 
Co., Inc. Used 
to Identify Its 
Products 
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A few of over 60 
hanging fixtures 


K 


picture hooks shelf brackets 


hat brackets 








shoe hooks dish easels 


We will be happy to work with you in solving your display problems. Call or 
write now for further information, prices and samples. 


Copyright 1953 by B. B. BUTLER MFG. CO., INC. 


3144 RANDOLPH STREET, BELLWOOD, ILLINOIS 
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3 DIMENSIONAL DISPLAYS free consultation 


on P.O.P. problems 
BY ONE OF THE TOP 
DISPLAY ORGANIZATIONS 


Designers and fabricators of 
displays of wood, plastic, 
metal, glass — illumination, 
motion. For dealer helps (in 
quantity) that really help, 
write for literature, infor- 


mation or CALL 


COPELAND 


displays, inc. 
537 W. 53rd ST., N.Y. 19 
CO 5-5621 


COOUUEEEEOTOEOEEEEEOOCEEEEEEEEEE EEE 


3D and embossed signs 


FEATURING brass, copper, and 
chromium faced counter, wall 


and window displays. 


VISART COMPANY 


72-76 Greene St., New York 12, N. Y. 
Representatives — Inquiries Invited 
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Production Problem 


Production problems and their 
solution are AR's chief editorial 
topic. Last month we ran into a 
major production problem of our 
own. 


The September AR carried an un- 
usual insert—a transparent Good- 
Stix sign. This was probably a first 
for both the advertiser, Goodren 
Products Corp. (New York), and AR. 


Because of the transparency of 
the sign insert, it could not be 
backed up with either editorial mat- 
ter or another ad. This was solved 
by tipping it to a completely blank 
page. 


But the tipping, itself, became a 
problem. The insert had adhesive 
strips with a protective covering on 
both sides. Readers were invited to 
“Try it . . . place this sample on 
your window.” 


When AR's printers started to tip 
the insert, they found that the pro- 
tective covering strip did not take 
glue easily and it was necessary to 
remove the strip and use the Good- 
Stix sign's own adhesive to attach 
the insert to the page. Thus, when 
it was removed from the page only 
one adhesive strip remained to be 
used for the test suggested by 
Goodren. 


AR wishes to assure its readers 
that Goodren's Good-Stix signs 
normally come with adhesive strips 
on two sides for easy mounting. 
Goodren will be glad to send ad- 
ditional samples to interested read- 
ers who desire to test the signs un- 
der more favorable circumstances. 


Frostee Booklet Shows 
Use Of Snow In Display 


Various uses of its synthetic snow 
products to achieve a wintry or cool 
effect in window and store displays, 
have been illustrated by the Frostee 
Sno Co. (Antioch, Ill.) in a 20- 
page booklet. 

Frostee products are available in 
three shapes—snow blocks, snow 
flakes and fine snow. Each Frostee 
snow block measures 15x22x6” 
and is easily cut to any desired 
shape. All Frostee products are fire- 
proof, lightweight and have a snow 
texture. Prices range from $2.75 to 
$3.35 a carton for snow blocks, $3 
to $3.35 a bushel for flakes, and $3 
to $3.35 a bushel for fine snow. They 
are available in six different colors. 


For your copy circle No. 1056 on the 
Reader's Service Card inside back cover 
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Preferred Sources for Services and Supplies 


e Advertisements in this section limited to three inches 


Advertising Specialties 


NAME, TRADEMARK SLOGAN 
Builders of Goodwill for old or 
NEW CUSTOMERS & FRIENDS 


and Truly "Your Own” 


to be Used for Years 
reminding your services 


SSUPERFECTO® 


Advertisin 
for so 


little Cost” SAFETY SNUFFER 


- 7 FOR CIGARETTES 
ROM OUR OWN FACTORY AT LOWEST PRICES 
AN OUTSTANDING, ENTIRELY NEW SHAPE IN 
CRYSTAL GLASS. ROUNDED EDGES FOR 
CHIP-RESISTANCE. PRINTED IN CHOICE OF 
6 COLORS OR COMBINATIONS. 


ASK FOR FREE LAY-OUT & QUOTATIONS 
— the RAINBOW ART CO. Inc. __ 
BOX 9088 HUNTINGTON, W.VA. 


Address Inquiry To Dept. AR-10 


3-D Photography 


PHOTOGRAPHY IN 3-D 
Original 3-D Photographs taken in our modern 
studio or on location. 
TWIN BLACK & WHITE POSITIVES 
(for Anaglyphic Reproduction) 

COLOR STEREO SLIDES 
ANNOUNCING NEWLY DEVELOPED 
*STEREOPRINT 
A 3-D Print produced completely photographic, 
without the use of engravings or printing press 

and viewed with standard Bi-color scopes. 
Advantages and Uses of 
HEILMAN & KINGON *STEREOPRINT 
Economical in small runs where plate and make- 
ready costs run high . . . Display and Exhibition 
prints for window, counter and Salesmen's port- 
folios . . . Proof before making plates and 
running. 
Call or write Today for Information and Estimates 
*Trade mark Applied for 
HEILMAN & KINGON PHOTOGRAPHERS 
36 E. 28 Street N. Y. 16 
Phone MUrray Hill 5-4776 


Novelty Post Cards 


INVISIBLE INK 


POST CARDS are NEW 


Just DIP IN WATER and ‘‘Presto”’ 
your COMMERCIAL Message or 
CHRISTMAS Greeting Appears Instantly. 

When Card is Dry—The Message 
Disappears. When Dipped in Water 
Again the Message Re-Appears. 

Same Card can be Used Many 
Times—Passes thru Many Hands. 

JOBBERS WANTED 


Ask for Samples and Catalog 


M. E. MOSS AND CO. 


HARTFORD 8, CONN. 


If YOU Are in any 
of these fields... 


Paper Signs and Identification 
Printing and Binding Materials 
Premiums, Prizes, Audio and Visual Aids 

and Specialties Direct Advertising 
Shows and Exhibits Art and Photography 
Typography and Layout Photoengraving and 
Labeling and Packaging Platemaking 
Radio and TV Production Window and Store Displays 


Your advertising belongs in 


Advertising 
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Engraving Guide 


DONT BE SORRY! 
Be SURE with the 
NEW SURPRINT Guide 


This NEW, SURPRINT Guide, printed on 
long-lasting clear plastic, will show you type 
or line drawing distortions by halftone screens 
from 10% to 50% in 60 to 133 line. 

Proven by more than 1000 production men, 
artists, engravers and printers in the past year 
alone! Prove it to yourself! 


Send for yours TODAY! Money back if not 
satisfied! Price $2.80. 
The SURPRINT Guide Dept. C 
P.O. Box 1738 Grand Central Sta. 
New York 17, New York 


P-O-P Signs & Displays 


LOW-COST ILLUMINATED FLASHER SIGN 


SIZE 20" 5 CHROME FRAME APSIBLE SHADOW BOX 
SUITABLE FOR INDIVIDUAL MAILING 


MIRRO-PRODUCTS COMPANY 


HIGH POINT, NORTH CAROLINA 


Art & Photography 


One $5 STRECHTYPE* FREE 


The 8x10" size or $5 credit on more ex- 
pensive photos. STRECHTYPE* saves 
you time and money by reproportion- 
ing complete ads, proofs of type, art 
or photos in one or more colors. Original 
copy of any size to 12 x 16" can be 
Strechtyped* to any other size, i.e., 
2'4x9" can be Strechtyped* to 1%x9" or 
2%x11" or any other size you want. 

This free offer is good for 30 days, 
and celebrates the granting of Patent 
No. 2607268 covering the Strechtype* 
process. 24 hour service. Free circular. 


© trade mark 
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HARRY BAIRD CORP., Advertising Typographers; 
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Publication Service 
J 
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Get more for your publication dollar—for your house 

organs, reports, etc.—by using quality Coldtype com 

position, editorial and art services offered by 
KARR PUBLICATION SERVICE 

111 E. Oak Whitehall 3-0753 Chicago 11 
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@ DEALER HELP MATS 
@ NEWSPAPER ADVERTISING MATS 
@ CUTS 


@ Quality @ STEREOS 


@ Service 
@ Dependability 


HArrison 7-1564 


727 S. Dearborn Chicago 


MONARCH 
MATRIX & STEREOTYPE 
Co., INC. 


Personalized Incentives 


GIVE A-WAYS 
For unusual gifts try 
Original Oils on Satin 

size 11x14 inches, 

ready to frame 
$2.50 per painting 

La FORET STUDIO 

Islip Terrace, N. Y. 

Samples on request 


Business Opportunity 


PUUTO PEC EC ERO ER EEE E EEE UO EEE EO EERO ED EE CECE CERRO ER EE EEE E REE EEC ER EEOC OEE E EEO E EET O EEE ED ER EERE EEE E aD 
This may be your opportunity of a lifetime. No 
Capital Investment required. We want someone who 
has had experience in GRAPHIC ARTS, printing, 
brochure preparation, mail order, etc., to participate 
1 establi g a new organization to mer- 

! t Restaurant, Catering and 

person may earn $25,000 

have established contacts! 

it Box 2, Advertising Re- 

quirements, 200 E. Illinois St., Chicago 11, Ill. 


COUCUUEUEUE OECD ED EDDC EPEC OU ECU CED EEE CEE 


State experience 


Christmas Gifts 


For a Gift —You Can't Beat Food 


We have a delicious assortment 
of Jams and Preserves. Packed in 
Attractive Reusable Carrying Case. 
Send for descriptive circular and prices. 


LEONARD LINDH 


2028 Grange Ave. Racine, Wis 


Mailing Lists 


----~ 1001 ----- 
MAILING LISTS 


Individuals & Firms From A (Accountants, 
Abrasives) to Z (Zoologists, Zinc). Many 
lists seldom available. Please specify needs. 


WALTER DREY, Inc. 


257 Fourth Ave., Desk 301, New York 10, N.¥ 
See eee ee ee ee ee ee ee oe 
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CO advertisers 


Active Arts... 

Ad-Color Photo Corp.. 

Advertisers Display Binders (.. 
Advertising Trades Institute, Inc....... 
American Neckwear Mfg. Co - 
Around-The-World Shoppers Club...... 
Artmor Plastics Corp 

Arvey Corporation............Back Cover 
8 ee, 
Bauer Alphabets, Inc................. 38 
,  - 
Blocaris Company, Mfrs............... 39 
Brown & Bro., Arthur ete 
Buffalo Photo Company.............. 48 
Burgess Cellulose Company........... 66 
Butler Mfg. Co., Inc., B. B. 


Campbell Company, W. £............. 33 
Cello-Tak Lettering Corp... .... 50 
Central State Specialties.............. 
Central Telefilms, Inc......... 

Chicago Engravers 

Chicago Offset Printing Company 

Collins, Miller & Hutchings, Inc 

Copeland Displays, Inc 

Craftint Manufacturing Co., The 


Dible, Graham W 
Drey, Inc., 
Durable Rubber Products Co 


Falulah Paper Company 
Foilcraft Printing Corporation 
Fototype ke 
Freedman Cut- Outs. 


Garden City Envelope Co 

Gaw-O'Hara Envelope Co.............. 
General Outdoor Advertising Co 

Gilcar Corporation 

Grace Sign & Mfg. Co 

Graphic Arts Corporation of Ohio 


Hamilton & Sons, Inc. W. C.......... 
Heilman & Kingon 

Heinn Company, The 

Hinde & Dauch 


Intaglio Service Corporation 
International Color Gravure, 
Interstate Photographers 
Intertype Corporation. . . 
Ivel Corporation 


.Inside Front Cover 


Jahn & Ollier Engraving Company 
Inside Back Cover 


Karr Publication Service 

Kaufman Mat & Stereotype Co., The.... 70 
K. C. S. Company 

King Typographic Service Corp......... 39 
Kubin-Nicholson 


La Foret Studio... 
Lake Shore Electrotype Co 


Lanston Monotype Machine Company. . .6- 


Letter Shop Inc., The 
Lindh, Leonard 


Maher Printing Company, John 
Major Photo Co 


McGrath and Associates, Thomas F..... 
Miller Printing Machinery Company, The. 


Minnesota Mining & Mfg. Co 
Minute’ Man Line, The 

Mirro-Products Company 

Monarch Matrix & Stereotype Co., Inc 
Monsen-Chicago 

Moss & Co., M. E 


Nashua Corporation 
Neenah Paper Company 
Nelson Associates Inc..... 
Neon Products, Inc... 


Ohio Advertising Display Co 


Paillard Products, Inc 
Palm, Fechteler & Co..... 
Perfo Mat & Rubber Company 


Pioneer Rubber Company, The...... ; ) 
Pontiac Engraving and Electrotype Co... 


Port Studios 
Publicity Park Division 


Radiant Color Co.. 


Rainbow Art Co. Inc., “The... ..--0eee. 


Rapid Copy Service, Inc 
RCA Victor Custom Record Sales 


Reilly Electrotype Company........... 
Rogers Engraving Company........... 


Rupert, Wm. F 


Sales Tools, Inc 

Sander Engraving Co., Inc....... 
Service Bindery Co., Inc... 
Shopping News Press 

Sickles Photo-Reporting Service 
Sloves Mechanical Binding Co., Inc 
Sparky Specialties, Inc 
Spaulding-Moss Company 
Spot-Lite Studios Co..... 


Standard Printing ret bese ee 


Surprint Guide, The 


Tauber Plastics, Inc... .. 
Tel-A-Story, Inc 


Underwood & Underwood 
United Press Newspictures. . 


Visart Company. . 


Volk, Jr. Art Studio, Worry........... 


Wagners, Printers 
Walk, Jay P.. .; 
Warren Company, 7 D.. 


Warwick Typographers, Inc............ 


Wilson-Jones Company 


Coming Conventions 


SEPTEMBER 


26-29 Mail Advertising Service Assn— 
Hotel Statler—Detroit 

30-Oct.2 Direct Mail Advertising Assn — 
Hotel Statler—Detroit 


OCTOBER 


4-8 Advertising Specialty Nat’l Assn 
Palmer House—Chicago 


4-10 Produce Prepackaging Assn—3rd 
annual exposition—Chase Hotel 
—St. Louis 


Inland Daily Press Assn, annual 
meeting — LaSalle Hotel — Chi- 
cago 

Printing Industry of America con- 
vention—Shoreham Hotel— 
Washington, D.C. 


Am Photoengravers Assn — Hotel 
Statler—Boston 


Boston Conference on Distribu- 
tion, 25th anniversary meeting— 
Hotel Statler—Boston 

Agricultural Publishers Assn—an- 


nual meeting—Chicago Athletic 
Club 


Midwest Intercity Conference of 
Women’s Advertising Clubs of 
the Advertising Federation of 
America—Edgewater Beach Ho- 
tel—Chicago 
26-29 Engineering Conference, Techni- 
cal Assn of Pulp & Paper Ind. 
—Mt. Royal Hotel, Montreal 


NOVEMBER 


1-4 Screen Process Printing Assn, 
Int’l—Hotel Statler—New York 

Southern Newspaper Publishers 
Assn—annual meeting—Boca 

Raton Hotel—Boca Raton, Fla. 


16-18 Advertising Essentials Show— 
Hotel Biltmore—New York, 
N. Y. 

30-Dec. 2 Int'l Assn. of Fairs & Expositions 
—Hotel Sherman—Chicago 


DECEMBER 
2-5 Nat'l Assn of Exhibit Managers— 
annual meeting—Conrad Hilton 
—Chicago 
Nat'l Assn of Exhibit Managers— 
annual meeting—Chicago 


Nat’l Assn of Display Industries— 
Winter meeting Hotel New 
Yorker—New York City 


JANUARY, 1954 


27-29 American Management Assn 
marketing conference—Hotel 


Roosevelt—New York City 


APRIL, 1954 

5-8 American Management Assn 
Packaging Conference—Audi- 
torium—Atlantic City, N. J 


Advertising Requirements 





1001 /Circle on Readers’ Service card 
Product Packaging for Self-Service 
++. packaging manual giving tips for bet- 
ter packages for rack merchandising. 
(Page 41) 
1002/Circle on Readers’ Service card 
A Brief Guide to Advertising Reproduction 
In Business Week 
..- helpful production manual illustrating 
the essentials of producing ads for Busi- 
ness Week. (Page 63) 
1003 /Circle on Readers’ Service card 
Onyx Desk Accessories & Clocks 
...@etails on gift items manufactured by 
Central States Specialties Inc. (Page 30) 
1004/Circle on Readers’ Service card 
Christmas Gift Folders 
... details on gift folders available from 
Maritz Sales Builders. (Page 30) 
1005 /Circle on Readers’ Service card 
Gourmet kits and associated items 
.-- details on gift items available from 
Schiller & Asmus Inc. (Page 30) 
1006 /Circle on Readers’ Service card 
Griffon 1953 Line 
... catalog of Griffon Cutlery Corp.'s line 
of men’s and ladies’ manicure sets. 
(Page 30) 
1007 /Circle on Readers’ Service card 
Hi-Jac and Lo-Jac coaster sets 
... details on gift items manufactured by 
Hi-Jac Co. (Page 30) 
1008 /Circle on Readers’ Service card 
Gay Fad barware and bar accessories 
... details on gift items manufactured by 
Gay Fad Studios (Page 30) 
1009/Circle on Readers’ Service card 
Leather desk, bar and smoking accessories 
... details on gift items manufactured by 
Newman Exclusive Gift Manufacturers Inc. 
(Page 30) 
1010/Circle on Readers’ Service card 
Hasko junior, lap, serving. hostess and 


folding trays 
... details on gift items manufactured by 


Hasko Trays Inc. (Page 31) 
1011/Circle on Readers’ Service card 
Hi ‘n Dry ashtrays 
... details on ashtray-cigarette box and 
coaster manufactured by Soovia Janis. 
(Page 31) 
1012/Circle on Readers’ Service card 
Tatum Monogram stapler 
... details on monogramed desk stapler 
manufactured by Wilson Jones Co. 
(Page 31) 
1013/Circle on Readers’ Service card 
Calhawaii flatware 
... details on stainless steel flatware de- 
signed by Calhawaii Co. (Page 31) 
1014/Circle on Readers’ Service card 
Three-Legged table 
.-- details on utility table manufactured 
by Hamilton O. Cornwall Co. Inc. 
(Page 32) 
1015 /Circle on Readers’ Service card 
Wall and table barometers 
.--details on complete line of Swift & 
Anderson Inc. barometers, thermometers, 
magnifying, field and opera glasses. 
(Page 32) 
1016/Circle on Readers’ Service card 
The Best Humor from Punch 
..- details on anthology of best prose and 
poetry from Punch, available from World 
Publishing Co. (Page 32) 
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Use these return cards 
for publications 
mentioned on this page 
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* Send for these helpful selling tools 


1017/Circle on Readers’ Service card 
Desk Hold All & Letterbug 


... details on gift items manufactured by 
National Mfg. Co. (Page 32) 


1018/Circle on Readers’ Service card 
Mother Hubbard Cupboard 

.». details on gift item manufactured by 
Special Brands Inc. (Page 32) 
1019/Circle on Readers’ Service card 
Planning Guide Desk Calendar 

... details on handy desk item manufac- 
tured by Wilson Mimidex Co. (Page 32) 


1020/Circle on Readers’ Service card 
Sportsman’s Outdoor Service Kit 
.+. details on outdoor serivce kit manufac- 
tured by General Scientific Equipment Co. 
(Page 33) 
1021 /Circle on Readers’ Service card 
Bar glassware 
... details on sets of bar glassware made 
by Washington Co. (Page 33) 
1022/Circle on Readers’ Service card 
Etchings by Alec Stern 
... catalog of Alec Stern's etchings avail- 
able from Saltz Advertising Specialties. 
(Page 33) 
1023/Circle on Readers’ Service card 
Framed chalkboards and world globes 
... details on gift items manufactured by 
Weber Costello Co. (Page 33) 


Readers’ Service Dept. 
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Please send me the following: 

1001 1002 1003 1004 1005 1006 
1007 1008 1009 1010 1011 1012 
1013 1014 1015 1016 1017 1018 
1019 1020 1021 1022 1023 1024 
1025 1026 1027 1028 1029 1030 
1031 1032 1033 1034 1035 1036 
1037 1038 1039 1040 1041 1042 
1043 1044 1045 1046 1047 1048 
1049 1050 1051 1052 1053 1054 
1055 1056 1057 1058 1059 1060 


BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9, P. L. & R., Chicago. Ill. 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, lil. 


1024/Circle on Readers’ Service card 
Portable push-button fire extinguisher 

... details on gift item manufactured by 
Pyrene Manufacturing Co. (Page 33) 
1025 /Circle on Readers’ Service card 
Executive Power Kit and Holster 

... details on power kit manufactured by 
Speedway Manufacturing Co. (Page 33) 
1026/Circle on Readers’ Service card 
Executive package of assorted Christmas 
wrapping materials 

... details on Christmas package avail- 
able from Dobeckmum Co. (Page 33) 
1027 /Circle on Readers’ Service card 
Selection of leatherette products 

... details on leatherette desk accessories 
available from S. K. Smith Co. (Page 33) 
1028 /Circle on Readers’ Service card 
Assorted delicacy gift packages 

... details on gift selections by the Wis- 
consin Cheeseman Co. (Page 33) 
1029/Circle on Readers’ Service card 
Combination wall valet and dresser 

... details on gift item manufactured by 
Yield House. (Page 33) 
1030/Circle on Readers’ Service card 


For Greater Sales Appeal Brighten Your 
Shipments With Color 


... handy folder containing color swatches 
of gummed tape. (Page 59) 
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* Please print or type information below 


NAME 

COMPANY 
PRODUCTS SOLD 
ADDRESS 


CITY & ZONE 


* Note inquiries for items listed 
not serviced beyond Jan. 15, 1954. 
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% Send for these helpful selling tools 


1031 /Circle on Readers’ Service card 
Basingwerk Parchment 


... attractive booklet containing specimens 
of unusual printing papers. (Page 60) 
1032/Circle on Readers’ Service card 
Tips on Tints 
... folder presenting hints on use of en- 
graver's tints. (Page 71) 
1033/Circle on Readers’ Service card 
Handie-Micro-Talkie 
... details on portable combination mi- 
crophone-transmitter. (Page 74) 
1034/Circle on Readers’ Service card 
Stock Christmas Sign 
... details on Good-stix adhesive Christ- 
mas sign. (Page 79) 
1035 /Circle on Readers’ Service card 
Custom-Made Signs 
... folder describes custom-made engraved 
signs and name plates. (Page 80) 
1036/Circle on Readers’ Service card 
Three-Color Tape Printing 
... samples and leaflet describing Top- 
flight Tape’s new three color tape. 
(Page 80) 
1037 /Circle on Readers’ Service card 
The Plymouth Company 
... folder featuring eight examples of 
Plymouth Co.'s products. (Page 80) 


1038/Circle on Readers’ Service card 
New Battery-Operated Sign Unit 

. .- details of portable illuminator unit man- 
ufactured by Light Products Inc. (Page 81) 


1039/Circle on Readers’ Service card 

Production Facilities To Serve You Better 

...e@xamples of modern printing produc 

tion assembled in handy idea kit. 
(Page 89) 

1040/Circle on Readers’ Service card 

A Pictorial Demonstration of the Litho 

graphic Process 

..- handy booklet telling story of litho 

graphic printing. (Page 90) 


1041 /Circle on Readers’ Service card 
Binders that Build Business 

... 40-page booklet containing illustrations 
and descriptions of over 20 loose-leaf bind- 
ers for sales presentations. (Page 91) 


1042/Circle on Readers’ Service card 
Color Cards by Pantone 

.--flier giving information on color card 
printing. (Page 91) 


1043/Circle on Readers’ Service card 

A New Idea In Stock Exhibits 

...catalog portfolio containing descrip- 
tions of prefabricated exhibits. (Page 86) 


BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9, P. L. & R., Chicago, Ml. 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 


200 East Illinois St., 


Chicago 11, Ill. 


Readers’ Service Dept. 
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Please send me the following: 


1001 1002 1003 1004 1005 1006 
1007 1008 1009 1010 1011 1012 
1013 1014 1015 1016 1017 1018 
1019 1020 1021 1022 1023 1024 
1025 1026 1027 1028 1029 1030 
1031 1032 1033 1034 1035 1036 
1037 1038 1039 1040 1041 1042 
1043 1044 1045 1046 1047 1048 
1048 1050 1051 1052 1053 1054 
1055 1056 1057 1058 1058 1060 


‘ 
. 
‘ 
. 
' 
. 
' 
. 
’ 
' 
’ 
‘ 
‘ 
: 
' 
. 
. 
. 
‘ 
. 
’ 
. 
’ 
. 
’ 
’ 


* Please print or type information below 


TITLE 


COMPANY 


PRODUCTS SOLD 


ADDRESS 


CITY & ZONE 


* Note inquiries for items listed 
not serviced beyond Jan. 15, 1954. 
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1044/Circle on Readers’ Service card 
Time Saving -Low Cost Exhibits Utilising 
Ohio E-Z Pak Self-Contained 

.-- folder illustrating line of convention 
displays. (Page 86) 
1045/Circle on Readers’ Service card 
Advertising Essentials Show 

.-- folder giving complete details of AE 
Show Nov. 16-18. 

1046 /Circle on Readers’ Service card 
Meet Tempo Inc. 

... facilities of Tempo Inc. described in 
4-page folder. (Page 38) 
1047/Circle on Readers’ Service card 
Treasured Gifts of Esteem for Modern 
Presentations 

... colorful folder containing illustrations 
of fine engrossing. (Page 38) 
1048 /Circle on Readers’ Service card 
Wite-Line Cell Process 

.-.folder describes process by which 
white can be put on acetate photograph- 
ically. (Page 39) 
1049/Circle on Readers’ Service card 
United Press Newspictures 

... 16-page booklet describes special serv- 
ice division of UP. (Page 50) 
1050/Circle on Readers’ Service card 
Ready-to-Use Christmas Art 

..- details of two clipbooks containing a 
variety of line illustrations for Christmas 
printed material. (Page 50) 
1051/Circle on Readers’ Service card 
Let's Have Better Mottoes 

...samples of direct mail pieces using 
whimsical mottoes. (Page 53) 
1052/Circle on Readers’ Service card 
Business Trends In Arizona 

... newsletter promotes a bank. (Page 54) 
1053 /Circle on Readers’ Service card 
Magic Fluid Flow 

... details of new liquid process dupli- 
cator. (Page 54) 
1054/Circle on Readers’ Service card 
Direct Mail Field Tops Billion Mark 
...Teprint of direct mail article from New 
York Times. (Page 54) 
1055 /Circle on Readers’ Service card 
How To Make Perfect Masters for Spirit 
Duplicating 

..-one sheet guide illustrating spirit du- 
plicating process. (Page 55) 
1056/Circle on Readers’ Service card 
Frostee Helps you Sell More 

... handy booklet containing illustrations 
of various uses of synthetic show products, 

(Page 98) 

1057/Circle on Readers’ Service card 
Sight Sell With View-Master 

... attractive brochure discusses advertis- 
ing applications of 3-D viewer. (Page 98) 
1058/Circle on Readers’ Service card 
Sherman Christmas and Winter Display 
Guide 

.--catalog containing descriptions of 
Christmas display items. (Page 96) 
1059/Circle on Readers’ Service card 
Window Display Flashers and Cord Sets 
.-. brochure describes types of flasher 
and cord sets. (Page 96) 
1060/Circle on Readers’ Service card 
Your Advertising Dollar Goes Further 
With Panoramic Continuous Lithographed 
Rolls 

... booklet tells different ways to use roll 
displays. (Page 97) 
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Use these return cards 


for publications 
mentioned on this page 





From Ivano, Inc. four- 
color advertisement 
appearing in House & 
Garden 


AHN & OLLIER 


Sixth in a Series 
_ _ Of Tributes to 
American Advertising 


Chicago's largest 
fine photoengraving plant... 


y R 
wy 


@ black & white 
®@ color process 

for letterpress 
® color offset 


reproduction 
i 89% , 


ENGRAVING COMPANY 


817 West Washington Blvd., Chicago 7 © MOnroe 6-7080 
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LAMCOTE showcase PACKAGE 


Lets your customers see the features 
that make them want to buy 


S! 1 |} rf 
LAMCOTE 
MULTI-COLORED 


PRINTING 


Perfect reproduction on all types of 
films and foils adds eye appeal 
for increased ‘buy appeal” 


a 
S| 7 
LAMCOTE 

FINISHED PACKAGE 


Tough, transparent film provides extra 
sales power and protection for 
conventional packages 


() he 
ARVEY laminated \\ 
FILMS and FOILS 


Ideal packaging procedure for \ 
liquids, semi-liquids, and powders \ 


- Arv 


— 1905 ® 
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ARVEY PACKAGING SERVICES put your product 


BRING YOUR 
PACKAGING 
PROBLEMS 
TO US! 


Expert merchandising counsel 
... top creative talent... 
exclusive, efficient 
“twin-plant” production 
facilities—all these are yours 
when you make ARVEY 

your source for sales- 
producing packages. 


Write for complete informa- 
tion about the ARVEY 
service that meets your need. 


LAMCOTE PACKAGING DIVISION OF 


EY.C ORPORATION 
© 


PLANTS 
CHICAGO 


3462 N. Kimball Avenue 
Chicago 18 


JERSEY CITY 


SYRUp | 300 Communipaw Avenue 


Jersey City 4 . 





